WINCHESTER 


Tho New 
INCHESTER 
MODEL 61 


STILL 
another new 
page in 


(1) Finely balanced, gracefully tapered 24” barrel; (2) Man’s size genuine black walnut pistol grip stock; (3) 
Shotgun butt with checkered steel butt plate; (4) Lyman gold bead front and Winchester quick elevating sporting 
rear sight. Tang has screw holes for mounting Lyman peep sight; (5) New design semi-beavertail slide handle; 
(6) Hammerless, closed-in breech slide action —simple—fast —sure-functioning; (7) Large capacity magazine 
—holds 20 Shorts, or 16 Longs or 14 Long Rifles; (8) Sturdy breech construction —safe for use of all .22 high 
power rim fire cartridges. Standard Model 61 has round barrel, chambered for use of .22 Short, .22 Long 
or .22 Long Rifle mterchangeably. Also furnished with octagon barrel, chambered individually for .22 Short 
(for gallery use), .22 Long Rifle (for the range) and .22 W. R. F. (for general small game shooting). 


WINCHESTER REPEATING ARMS COMPANY New Haven, Conn., U. S. A. 
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VALUE-MINDED PUBLIC 
will put your Judgment 
on the spot inl932— 


HE Irwin Trubor Expansion Bit brings 
your customers a real value—one their 
judgment will approve 100%. 










































Here is the utmost strength. It will not twist 
out of shape. Adjustment is positive. The blade 
will not slip. It bores a true hole. 


Think of a bit that bores a hole 3” in diameter 
through 500’ of timber without sharpening, 
and without slipping or resetting blade. That 
is a record of Irwin Trubor Expansion Bit. 

It is the one superior universal wood-boring 
tool. Carpenters, electricians. plumbers, schools, 
and many others know it, use it, have adopted 
it as the standard boring equipment. Order it 
from your jobber. Put it in stock. Display it. 
You'll have ready sales—sales that pay you a 
profit. 


The Trubor Expansion Bit is made only by 
IRWIN. Look for the trade-mark on the shank. 








THE IRWIN AUGER BIT COMPANY 


WILMINGTON, OHIO 
Sole Manufacturers of the Genuine Irwin Bit Since 1885 
(oe au ae i Onn i | PRINCIPAL Citas [i em emcm, mem eins i. WORLD 
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E, published every other week by the JRON AGE PUBLISHING CO., Division of United Business Publishers, inc., 239 West 39th Street, New York. N. Y., 
ished 1855. Entered as second class matter May 22, 1913, at the Post Office at New York, under the Act of March 2, 187%. (Printed in U. S. A.) $1.00 
per year. Single copies 15c each. Vol. 129, No. 20 
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PUT THESE BOYS TO 
WORK FOR YOU 


Magazine holds twenty-two short, seventeen long, or 


















fifteen long rifle cartridges. 


Generously large, military-type finger-groove fore- 
end of fine walnut. ; ae oe, Ay, 
Bolt, bolt-handle, and trigger of durable, ' Ys 
rustless chromium plate. ; gp 


Two lugs lock bolt firmly. Safer than 
any rifle with only one lug. Rifle 
cocks when the bolt-handle is 
lifted. Cannot be fired until bolt 


is locked in place again. 
ae Every time you sell a rifle you put somebody to work making 


cartridge sales for you. The more it is fired the more cart- 
ridges you sell. The advantage of selling a repeater rather than 
a single-shot is not so much in the larger profit on that sale as in 
the greater volume of repeat business on cartridges that is created. 

A repeater is always shot more than a single-shot. The shooting 
galleries would go broke if they had to use single-shot rifles. 


Positive safety. 
Red band on firing 


pin shows when 
rifle is cocked, 


Military-type 
stock made of 
fine walnut. 








That’s why the introduction of the new Model 34 Remington bolt action 
repeater is of particular importance to you at this time. It’s the first 
Remington of its kind ever made in .22 caliber. It retails at a very low price 
for a high grade repeater—only $13.25. It opens up a new market for 
‘Remington repeaters. 


You can make a strong appeal to your shooter-customers with the military type 
stock and action. Point out to them that the Model 34 has size and heft enough 
for steady holding; that it is capable of really accurate work. Tell the boys what a 
fine rifle this is for the fascinating sport of target shooting; and that for small game 
and pests you couldn’t sell a more practical rifle at any price. 


If you want to build up a steady year ‘round business in Kleanbore ammunition, you will 
find a powerful sales promotion aid in the Model 34. We want to cooperate with you, and 

are prepared to supply useful information on how to start rifle clubs and foster interest in all 
kinds of rifle shooting. It will pay you to write for this. 


Remimgton, 


SHOOTING PROMOTION DIVISION 


REMINGTON ARMS COMPANY, INC., BRIDGEPORT, CONN. 
ORIGINATORS OF KLEANBORE AMMUNITION 
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FAMOUS ABW 
BRANDS 

O. AMES PONY 

RED EDGE = HUSKY 
MONONGAH PACEMAKER 
KNOX-ALL SOCKET SHANK 
BRONCO GOLD BUG 

1932 


To 


STRONGER HANDLE 
3 Ounces Lighter Shovel 


ACHIEVED BY ADDING THE ABW SHOCK 
BAND TO THE ABW SOLID SHANK LINE 


HIS development means greater strength, less weight, 
increased toughness and better balance, giving A B W the 


greatest line of One-Piece Solid Shank Shovels ever made! 
Check these four points and you'll realize why! 


4 


The Shock Band is mounted, (under pressure), around 
the handle at the point of greatest strain between the 
handle and shovel socket. Result 21% stronger handle. 


We have welded top of socket preventing its spreading 
and opening under prying strain. Shoulder of socket 
meets shock band eliminating the cutting of the wood 
so common in the ordinary shovel. 


The Shock Band in combination with the Armor-D 
handle reduces the exposed wood section of the handle 
stem to 6”. (The average Solid Shank Shovel has 11’’.) 


Rivets are inserted horizontally instead of perpendicularly. ~ 
In a prying strain, the top and bottom wood fibres are 
under pressure. The horizontal rivets therefore do not 
reduce the strength of fibres under strain. 


One-piece Blade, Shank and Socket forged from high carbon 
quality Steel, heat treated. Handles are selected Northern 


Ash, 


equipped with the famous Armor-D handle. 


A complete line of “A BW” Solid Shank Shovels equipped 
with A B W Shock Band ready for immediate delivery. Shock 
band is standard equipment at no additional cost to you. Fore- 
casting a large demand, we suggest you place your orders now. 


ASK YOUR JOBBER 


BW 














AMES BALDWIN WYOMING SHOVEL Co. 


PARKERSBURG, W. VA. 











FEDERAL OFFERS! 


A FEDERAL PRODUCT 








A COMPLETE LINE 
OF OBLONG 5 9< 


SINK SHAPE DISH PANS ssits,scro:s 


The Federal line, headed by “The Great Emancipator,” is the only complete line of Oblong, straight sided (sink 
shape) dish pans—a real invention—(patents applied for). Heavy porcelain enamel in four colors, WHITE, Old 
IVORY, Pastel GREEN and GRAY Mottled. Unequalled in appearance or profit possibilities. 


> 12 “GREAT EMANCIPATOR’” Dish Pans assorted three sizes and 
Special Offer 247 three colors. Highest quality, Triple Coated. RETAILING $1.00 UP. $Q- 8 5 


FREE: 4-piece Window Trim packed with the Introductory Offer. COSTS YOU ONLY 
“Time Saver” Dish Pans assorted three sizes 
Special Introductory Offer 600 ° and three colors. First Quality Double Coated. $6-00 
RETAILING FROM 79c UP. : COSTS YOU ONLY 
4 9 “Time Saver” Dish Pans assorted three sizes 
Special Get Started Offer 460 Fo Guiliy GRAY MOTTLED. $ 4-60 
RETAILING FROM 59c UP. COSTS YOU ONLY 





Your Profit 50% 


Prices slightly higher in 
the Far South and West 








NATIONALLY 
ADVERTISED 


To 20,000,000 Housewives 


The “GREAT EMANCIPATOR”—a real 
invention (patents applied for)—cuts dish 
washing time 50%—the world’s most useful 
dish pan—not sold to price-cutters—the 
word “EMANCIPATOR” means protected 
price and profit to you—no other dish pan 
gives you this protection. 






"The GREAT 
“EMANCIPAT 
NEW tase DISH P 
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* SELL ‘4s 25c LEADER + 


at only y cents 
and watch the crowd gather 


THIS PLAN OFFERED ONLY 
TO INDEPENDENT DEALERS 


» 2-QUART LIPPED SAUCE PAN 


FIRST QUALITY “OLD HOLLAND” IVORY WARE 





You make your regular mark-up 
Not a loss seller at this price 


BEAT COMPETITION 


Be aggressive ..... Ask your jobber about the new Federal 
“Co-Operative Plan,” if he cannot supply you, write direct to... 


FEDERAL ENAMELING & STAMPING CO. 


World’s Largest Manufacturer of Enameled Kitchenware 


PITTSBURGH, PENNA. 
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for DOUBLE STEEL TRACK /) 

' a Va ge We owe success of Myers Hay Unloading Tools 

Calis 0 PONY ‘A Jee for a period of over fifty years has been 

4c vA — aa CI LY A impressive. Countless barns the nation over 

ne ES ae are completely equipped with them. Farmers 

V/ everywhere depend on them to unload their 

hay and grain when it comes from the fields 
for winter storage. 

This year history will repeat itself. Hay 

remains a basic crop. Whether it be light or 

heavy, when hay making time arrives, Myers 








Other 

















SURE LOCK | I Seasonablel Hay Unloading Equipment will be called into 
action. 

UNLOADER rose steam Many farmers are ready and waiting. Others 
- 5 mps fo are waiting but not ready. As usual, they 
i e AS Every Purpose will delay buying until the last minute. Calls 
~ Ay ecaeee, 3 for Myers Unloaders, Forks, Slings, Pulleys 
ystem | and Fixtures will be numerous. No other line 

Door equals the Myers when it comes to serving 
















this market. Style and size range, uniformly 
high quality, dependable unloading service, 
extremely low prices—the demands of all of 
your customers can be satisfactorily and profit- 
ably filled at all times from the Myers Line. — 

As always, we are ready to serve you prompt- 
ly. Don’t lose a single sale this year. 
Anticipate your needs. Write or wire us your 
orders immediately. 















“iY MYERS O-K HAY UNLOADER 

: WITH EXTRA 
(Gp LONG TRUCKS 
i ~~ -, 


| i 
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NEW ACCESSORIES 


--+ the most spectac e: 
i Lionel’s history 


Never before has Lionel offered such a brilliant array of accessories 
... never before has Lionel presented such a variety of train sets... 
never before has Lionel priced its merchandise so low! 

Dealers who stock Lionel exclusively will be sure of rapid turn- 
over and adequate profit, by reason of Lionel’s nation-wide popular- 
ity and superiority. As usuai, Lionel’s consistent and aggressive 
advertising will create tremendous interest in the new line. Send 
for our profitable dealer proposition ...N Ow! 


No. 11—A new, animated dis- 
play, to stimulate your year round 
sale of Lionel’s 17 best selling 
automatic and illuminated acces- 
sories, mounted on handsome 
enameled wood base. Acces- 
sories completely wired and 
ready to operate. 


Net Price . . . $35.00 
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No. 440—Authentic Position Light Signal 
Bridge. Stops trains automatically as posi- 
tion lights change. Panel board controls 
signal lights and operation of trains. 
Retail Price . . . $12.50 
(Including Panel Board) 


. 


NYAYA 







No. 441—Platform Weighing Scale, complete 
with track. Accurately calibrated. Will actually 
weigh any ‘Lionel Standard” equipment. 


Retail Price . . . $10.00 













No. 99—New Auto- 
matic Train Control. 
Accurate copy of the 
newest railroad signal. 
Train stops automati- 
cally at red light, pro- 
ceeds when light 
changes to green. For 
“O" Gauge or “Lionel 





No. 550 —Set of 6 
Lionel railroad figures, 
realistically modeled 
in lead and enameled 
in beautiful colors. 
Packed in self selling 





Standard.” display box. 
Retail Price Retail Price... $1.75 
$5.50 Lionel Train Sets—"'O” Gauge, $5.95 to $32.50; Standard Gauge, $15.00 to $97.50 
THE LIONEL CORPORATION, 15 East 26th Street, New York City 
West Coast Branch Southern Branch Canadian Branch 
M. Sweyd & Son, Rep. F. A. Jones, Rep. Harold F. Ritchie & Co., Ltd. 
718 Mission St., San Francisco, Cal. Rhodes-Haverty Bldg., Atlanta, Ga. Toronto and Branches 
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Pittsburgh Fence and 
Wire Products 


Farm and Poultry Fence 
Lawn Fence Posts Gates 
Fence Fittings 
Industrial Fence 
Nails Staples Barbed Wire 
Bale Ties Spring Wire 
Annealed & Galvanized Wire 





Pittsburgh (National) 


Reinforcing 
Welded Wire Fabric for 
Sidewalks Driveways 
Floors Roads _ Streets 

Runways Buildings Roofs 

Canals Gunite 

Concrete Pipe 





Pittsburgh Steeltex 
Metal Lath 


Wire Reinforcing Mesh with 
integral fibrous backing for 


Interior Plaster 
Brick or Stone Veneer 
Partitions Floors 
Suspended Ceilings Stucco 
Modernizing 





Pittsburgh Cordex 
Super Building Paper 





Pittsburgh Seamless 
Steel Tubes 


Casing Drill Pipe 
Oil Well Tubing _Line Pipe 
Cracking Still Tubes 
Locomotive Tubes 
Boiler Tubes Power Piping 
Refinery Piping 
Refrigeration Piping Coils 
Mechanical Tubing 





Pittsburgh 
Quality Products 


@ Pittsburgh Steel Company controls every step 





in the manufacture of its products from the ore 
and coal in its mines to the finished products. This 
complete integration of production permits definite 
control of quality and in no small measure accounts 
for the high standards maintained on ‘“‘Pittsburgh”’ 
branded products. Throughout the more than 30 
years’ history of this Company its products have 
constantly been kept in the vanguard of progress. 
As the result of consolidating the former subsidiary 
Company activities directly under the name of the 
Pittsburgh Steel Company, the products now under 
that name include items of interest to practically 
every market and industry ... The brand name 
‘*Pittsburgh”’ is your assurance of quality products, 


unexcelled service and a policy of fair dealing. 

















PITTSBURGH STEEL CO. 


UNION TRUST BUILDING 
PITTSBURGH, PA. 
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Boosts Turnover Increases 
Sales and Profits 


Facts proved by dealers like yourself. And you 


can get the same profitable proof right in your 


own store. Here’s what you do— 


Order the Special Wooster Sampler 
Deal at $12.75. You get your 
money’s worth in 26 WOOSTER 
Foss-Set BRUSHES (a model stock 
of fast sellers—not an assortment )— 
and in addition the unique display 
panel, the simplified stock control 
system and special advertising. 


You can easily install the panel—put 
the Sampler Brushes on display— 
give them the actual test of how they 
meet customer demand and sell in 
your store. As you determine the 
styles and kinds of brushes that sell 
best—you reorder in small quantities 
—as you sell. You automatically 
eliminate “dead stock” and “slow 
sellers.” Eventually you'll have the 
full benefit of the Wooster Sampler 
System—brush inventory reduced 
1/3 to 1/2—increased turnovers, 
sales and profits. Order from your 
jobber or mail coupon. 
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_ WOOSTER SAMPLER 


Brush Selling 


SYSTEM 


Thousands Have Proved 
The Wooster Brush Selling 


System Cuts Inventory— 








A Brush Display 
Without Equal 


Study this unique Sampler Display. 


Just think! It requires no space * 


whatsoever. There are at least a 
half dozen places in every store 
where it could be installed without 
interfering with the display of 
other important merchandise. Sim- 
ply attach it to a section of vertical 
shelving. It swings a complete brush 
line into attention—attracts atten- 


tion and sells brushes. 


ll Ne eR Ae Re A hc td | 


. The Wooster Brush Co. 
, Wooster, Ohio. (h-6-9-32) & 
g Send me the Wooster Sampler, including 1 
g the 26 WOOSTER Foss-Set BRUSHES. 
@ Display Panel, Simplified Stock Control a 
§ System and special advertising at $12.75. g 
' i 
MOIR ol sig xo gas sd kas Ook wa dene eRe 6 | 
: a 
t PO Ce eee reer’ Tree ee Cr ST a 
H | 
‘ - A 
g@ Jobber’s Name ........scccccccccccoes 4 


ase eS eRe e ee eee eee ee 


ATTENTION! 


Owners 
Managers 
Salesmen 


In Stores Where The Woos- 
ter Sampler System Is In- 
stalled 


$25.00 


REWARD MONTHLY 
For Best Letter 


from Wooster Dealers on the 
benefit of Wooster Sampler 
Brush Selling System. Give 
your story on how _ the 
Wooster System is helping 
you. Letters should be re- 
ceived before 20th day of 
each month. 


Write for contest blanks and 
complete details. Prize win- 
ner every month. 


The Wooster Brush Co. 
Wooster, Ohio 
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SPEAKING OF PRICE 
COMPETITION 









Let’s suppose Bill Jones comes into your store to look at a hatchet. He has 
been shopping around a bit and has his eye on a 50c number featured 
by the local retail outlet of a well-known catalog house. 







What have YOU, the Independent Retail Hardware Dealer, to offer that 
will induce him to make his purchase of YOU? 









That, of course, depends on your sources of supply, and the mark-up you are accus- 
tomed to place on this class of merchandise. Most manufacturers’ lines, bought either 
direct or thru the distributor, will not permit you to meet this competition except 
on an unprofitable basis. 








You must turn to the jobber, then, to supply your needs, and you find that different 
distributors are ready to help you meet your problems in different ways. 






Speaking for the good of the Hardware Industry as a whole, we urge you to take 
advantage of whichever one of these plans seems best to fit your needs. Show your 
community that the local independent hardware merchant can give them just as 
much for their money as anyone else. 








But don’t forget, Mr. Hardware Dealer, that you also have a certain reputation to 
maintain as a purveyor of QUALITY MERCHANDISE, so when you offer competitive 
merchandise, let it be real value, too. Instead of featuring 50c hatchets, why not 
show Bill Jones one which is very obviously worth a dollar—but which you will sell 
him for 83c—(or even 75c. if you are content with a 50% mark-up) 2 








That happens to be our slant on how to meet competition, and that’s why we 
brought out our “ANNIVERSARY” line back in 1929. We are constantly adding to 
and broadening the line so that now, if you are located in any of the sections we cover, 
you will find ANNIVERSARY merchandise permits you to meet price competition 
—with goods you are really proud to sell. 








But don’t take our word for it! Make our salesman show you samples instead! 







1829 THE GEO. WORTHINGTON CO. 1932 
CLEVELAND 
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he Greatest Ai\ivticnl GlG_2 


Padlock Sensation 1 | ese 
of 1932 Be San, 


Solid Brass Cylinder 
Pin Tumbler Security 
in Combination with 


New Protective Bufo 09 | comers ; 
rglor PSs si AV Coes 
Features Now Fe Jitis eHitiv 


cat 


) | 
Being Patented va il OWE se 


Retails for only 


¢ | ce Ly 
| KEYED ALIKE — 
' NO EXTRA CHARGE 


HEAVY BRASS : CAN BE MASTFR-KEYED— 
LOCKING LEVER ; only *2.00 net Extra per Dozen 


my pct easermesan an SELF-LOCKING STEEL 
SOLID BRASS CYLINDER | d 2 SWIVEL SHACKLE 


7a = C«‘Y T_T ””r”rCdE Vw ”~—OETF 


HIGHEST GRADE NICKEL SILVER iy a STEER PIPER tT ROTECTOR 
PIN TUMBLERS AND DRIVERS bb mE. WEDGE RIVETED STEEL CASE 


BEAUTIFULLY PROPORTIONED 
AND DESIGNED 


- rt 2 NICKEL SILVER 
KEY CHANGES PRACTICALLY i | et : EMBOSSED KEYS— 
UNLIMITED .e HIGHEST QUALITY 


MASTER LOCK CO., Milwaukee, Wis., U.S. A. : 


“World’s Largest Exclusive Padlock Manufacturers” 


CADMIUM RUST PROOFED 
INSIDE AND OUT 
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When You Put These 
Products Out in Front 


Here's an easy plan to increase sales in those dull summer 
months. It's nothing new, nothing magical—but just one of 
those simple things many dealers forget. 

Display merchandise that appeals to the “fix-up” instinct in 
your customers. That means the ‘Red Tag”’ products listed 
on this page. Long summer evenings and vacations present 
an opportunity to fix up yard and house. 

All summer long these Cyclone items will buoy up weekly 
receipts. Screen cloth is indispensable. Burnit and Catch-all 
baskets are a safe and sanitary answer to the trash problem. 
Always heavy sellers! And just about this time, home-owners 
are beginning to realize how essential a fence is. There 
again Cyclone gives you two wonderful sellers—Lawn Fence 


and the new “45” Chain-Link Mesh. 


Don’t be caught with insufficient stock. Ask your jobber—if 
he can't supply you, write us. 


clone Fence 


REG.U.S.PAT OFF. 


and Products 





















CYCLONE — 
WIRE SCREEN CLOTH 


Now comes to you packaged—safe in shipment 
and easy to handle and sell. Same famous 


Cyclone quality. 


CYCLONE FENCE COMPANY 


General Offices: Waukegan, Ill. 


BRANCH OFFICES IN ALL PRINCIPAL CITIES 
SUBSIDIARY OF UNITED, STATES STEEL CORPORATION 
Pacific Coast Division: 


STANDARD FENCE COMPANY 


OAKLAND, CALIFORNIA 





CYCLONE BURNIT 
BASKETS 


Together with Cyclone 
Catch-all Baskets meet 
every need for rubbish con- 
tainers and burners. No 
slipping wires! Intersections 
electrically welded. Burnit 
made in three sizes. Catch- 
all in one size only. 
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NEW YALE DISPLAY 
BOARDS SIMPLIFY YOUR 


~ CABINET LOCK SALES 


Ne more mystery about 
stocking and selling 


cabinet locks. With these new 
Yale selling devices you can 
} merchandise them as easily 

and profitably as you do 
Yale Padlocks or other staple 
_ products. 


Generally, from 12 to 18 num- 
' bers cover the requirements 
of the average hardware mer- 


new panels we have assem- 
bled a popular priced selec- 
tion of Yale Cabinet and Trunk 
Locks which experience has 
shown are most frequently 


called for. 





Size, 11 x 22%, orange color; sug- 
gested retail prices—15¢ to $1.25. 


It is now easy for you to carry "ie 


a representative stock that will 
meet most of the requirements 
of your trade. Just feature 
these new Yale Display Boards 
prominently, with the prices 
plainly marked. The sale of 
Yale Cabinet and Trunk Locks 
may thus be made a really prof- 
itable element in your business. 


Write today for quotations 


THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN. U.S.A. 


_ chant; and on these colorful - 

















JUNE 9, 1932 





No CHARGE FOR 
THE DISPLAY BOARDS 


— you purchase the locks 
only at regular stock prices 


No. OF 21 
Size, 6% x 18, orange colored re- 
volving board. Suggested retail prices 
—15¢ to $1.25. 


* -TS$12'2A 
TRUNK LOCKS 


Yssiz'eA °° 
‘RUNK LOCKS, 4 
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THE DIRECT MAIL 


ADDRESSING SERVICE 


of 


HARDWARE AGE 


Is Proving of Greatest Possible Value to Manufacturers 
and Others Selling Through Hardware Distributors — 


What It Does— 


It Eliminates Undeliverable Mail. 


Saves Considerable Sums for Post- 
age. 


Prevents Loss of Valuable Direct 
Mail Matter. 


THE NEW YORK POST OFFICE 
BULLETIN, MAY 28, 1931, SAYS: 


“During a One Year Period More 
than 12,000,000 Letters Contain- 
ing Circulars and Advertising 
Matter Were Disposed as Waste.” 


Assures Prompt Delivery of Mail— 
No Lost Time for Post Office Di- 
rectory Service. 


Removes a Disintegrating Factor in 
Wasteful and Unproductive Di- 
rect Mail Advertising Campaigns. 


Lays the Foundation of-a Successful 
Sales Program. 


Assures Being First to Contact Im- 
portant New Hardware Retailers. 


Saves up to $20,000.00 Annually 
for the Up-Keep of an Up-to-date 
Mailing List. 

MUCH MORE COULD BE SAID — 


Your Own Experience Will Bring 
Home to You the Value of This 
New — Up-to-the-Minute. - Much 

‘Needed Addressing Service Which 
We have Developed for Your Use. 


WRITE FOR DETAILS 


HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 
239 West 39th Street, New York 








» 
4 ' 
4 ' 
' 
4 ' 
' GENTLEMEN: 
4 Kindly send me the details of your Direct Mail Addressing Service. ‘ 
: ' 
I iia set ccusashdkemesstonnisies RIN icine cars catuaiaennsiin 
7 
ie cg Ua ete ey sar chtubs sees Os 655s rest eterna : 
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in THE SHADOW of a FAMOUS PACKAGE 


QUALITY 
= <9 DEPENDABILITY 
SERVICE 


Hardware and mill supply houses in these days of close buying 
are finding out that even in the sale of such staple items as bolts, nuts, and 
rivets a good name can be a wonderful help. 

Users of these products know that a good name isn’t built in a day. It 
represents years of continuous effort—holding fast to ideals—using good 
materials—demanding fine workmanship. And that's just what has made the 
name Upson mean what it does today—quality, dependability and service 
from headed and threaded products of every type. 

Upson package goods on your shelves are a short cut to quicker sales. 
They represent an acknowledged standard of excellence. They eliminate 
the returned goods bugaboo. They build good will because they insure 
safety wherever they are used—wherever performance hangs by a thread. 
Yet, they cost no more than any standard brand. 


Bolts and nuts in all standard and 
special shapes, sizes, alloys and finishes. 
Standard and special rivets of all kinds. 
Wire rope clips. Turnbuckles. Belt 
fasteners. Automotive and railroad 
Special items. Headed and threaded 
products for every use. Your specialties 
are our specialty. 
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Ask your jobber’s 
salesman for a 
supply of these 
business - getting 
little books. He 
will gladly give 
them to you FREE. 


TR SCREEN RAND 
with the GOLD STRAND measuring tape 
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GOLD STRAND 3 In 

“to the inch” what is left 
in every roll... The one hundred feet 
of Gold Strand Measuring Tape, mark- 
ed in feet and inches, rolled with the 
cloth tells the tale. You use it to mea- 
sure the cloth sold, cut it with the cloth, 
then use it again to tie up the package. 


You know 


Don’t let any precious sales possibili- 
ties be lost through low stocks. This 
is your season. Gold Strand Insect 
Screen Cloth, Clinton Poultry Netting 


The box protects the stock 


Screen for 


MERICAN BRAND 





and Hardware Cloth, Perfection Door 
Springs, Nails and Brads are all Quality 
products and are ready sellers and always 
consistent money makers. Check your 
stocks today. Insist upon Gold Strand 
now. Should your own local jobber be 
unable to supply you, advise us and we 











Patent applied for 





" will have a jobber near you supply 


GOLD STRAND ... without delay. 





Black Painted 
American Galvanoid 


American Bronze 
lin bright or dark finish) 


American 
Hard Copper 











For the HARDWARE TRADE 


Glinton Hex Mesh Poultry Netting—Clinton Straightline Poultry 
Netting— Clinton Hardware Cloth—Perfection Door Springs— 
Wissco Clothes Lines—Nails and Brads—Insect Screen Cloth 


AMERICAN WIRE FABRICS CORPORATION=—Subsidiary of Wickwire Spencer Steel Co., 41 


East 42nd Street, New York City; Buffalo; Chicago; Tulsa; Worcester; Pacific Coast Headquarters: San 
Francisco; Warehouses: Los Angeles, Portland, Seattle; Export Sales Department: New York City 
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Cushion-Grip 
Callous-proof 
handle keeps hands 

soft and 
dainty 


ee RRS NETS 


OVER 
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Guaranteed 
Life-Time Heating 
Element 
Assures years of 


satisfactory 
service 





i 
E 


Deep Bevelled 
Sole Plate 


Larger ironing surface 
shortens ironing 
‘time 
Stream-Lined 
Super-Chromium 
Finished Body 


Its beauty sells 
on sight 
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Correctly designed 
to eliminate 
broken cords 





2 


Tip-Up 
Heel Rest 
Lifting iron 
unnecessary 


Full-Range 
Heat Control 


Choice of 28 tempera- 
tures for sheerest silks 
to heaviest 
linens 


thew automatic iron is just,one of many 
Polly Prim appliances—beautiful electric 
ware! Designs are exclusive—finish is super- 
lative—quality is unquestioned—retail prices 
are low—dealer discounts are remarkable. 
All Polly Prim appliances have the latest 
designed heating unit—“‘ENDURO”; guar- 
anteed for life time, non-destructible, and 
water proof. Hundreds of dealers know to 
display Polly Prim is to sell at a profit. 
SIMMONS HARDWARE COMPANY 


“The recollection of quality remains long after the price is forgotten” 
E. C. SIMMONS 
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EXACTING WORKMANSHIP 


IF you want rivets that you can depend upon 


to drive easily and clinch smoothly, ask for 
our Tubular and Split Rivets. They are made 
of the finest materials, skilfully fabricated to 
give satisfactory service .... necessary char- 
acteristics that you cannot count on when 


you buy on price alone. 


TUBULAR RIVET 
& STUD COMPANY 


Boston- 





The largest fac- 
tory in the world 
devoted to the 
manufacture of 
Tubular and Split 
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THERE’S GOLD IN THESE 


IRONS 


ERE is the ideal iron to 

feature on a trade-in prop- 
osition. Its great speed and 
automatic heat control recom- 
mend it to every woman. Un- 
usual beauty that instantly cre- 
ates a desire to possess. In 1931 


this iron was priced at $7.95. 1000-Watt Automatic Iron No. E 7193 


Reduced Price .......... $7.50 
Allowance for Old Iron.. 1.00 


— This 
Special Sale Price to Con- fTINTIVED Cc 
RE ane eee ne $6.50 \ UNIV ER SAL} 
ADJUSTABLE AUTOMATIC IRON GIVES THE 


=>, C.% On mas yw 










(Less usual dealer’s discount) 








RAYON SILK | WOOL | COTTON; LINEM 
| | 


Trade in Plan coe — : USE Rese pe ae FOR 
Expires ling 


June 30th 


OWARCE OF 


“00 


For 2 YOUR Ob fron 


} YOUR SPECIAL PRICE 


630 















This display will be 
sent free with orders 
of six or more 1000- ” a. P = 
Watt Automatic Irons. i _“—— — —— 






Lithographed in three +i NON-SKID TAPERING BEVELED | ROUND HEEL 
colors, it is decorated ee POINT EDGE 

with actual pieces of tec B 

gaily colored wool, i x inom in Pare ohaSe Oven THe mone 2 


silk and rayon. Irons 
laced on th ject- ‘ 
. ol Display 


fetus and el a FUNIVERSAL| sind 
LANDERS, FRARY & CLARK 


NEW BRITAIN . - CONNECTICUT 
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Ideal is the name for it . . . “Perfect” is what farmers who 
use Columbian Hay Fork Rope say about it. 

Running over pulleys, carrying a load is a hardship for any rope. 
Because Columbian is so tough and is especially lubricated for such 
work, it is out-wearing other ropes used for this purpose. It is the most 
serviceable Hay Fork Rope made. | . 

Farmers find that it is not a one season rope. Neither is it a fair- 
weather rope. No matter how wet it becomes, Columbian is flexible and 
runs over pulleys like dry rope. This is because of the exclusive Colum- 
bian waterproofing process which makes Columbian the most flexible 
rope on the market, regardless of conditions. 

Sell your Hay Fork Rope customers—Columbian. Remember its 
famous Guarantee protects both you and the user. 


COLUMBIAN ROPE CO., Auburn, N. Y., ““The Cordage City” 


Branches :— New York Chicago Boston New Orleans 


COLUMBIAN“ROPE 
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Gun Cleaning 


Implements 


and 
Game Calls 





No. 248 Bristle and Brass Wire 
Shot Gun Cleaning Brush 


No. 246 B Rifle Cleaning Brush 
25-50 Cal. 





Duck Calls, Cocobolo with Nickel Tip * 





Genuine Tomlinson Cleaner 


8-20 Ga. 


= ’ so pores a = “= 


es. 


No. 161 Loading and Cleaning Set 
10-28 Ga. 
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VERY trap shooter and every game hunter is a 
prospective customer for Shotgun and Rifle 


Cleaners. 


Cater to the sportsmen in your locality—emphasize the 
importance of keeping the barrels of their shotguns and 


rifles ABSOLUTELY CLEAN at all times. 
UNION HARDWARE Gun Cleaning Implements do 


the job thoroughly—remove all pitting and corrosion 
and insure spotlessly clean barrels withéut injury. The 
UNION HARDWARE Line also includes Duck Calls 
and other Game Calls for every requirement. All retail 
at popular prices and give unfailing satisfaction. 


Your Jobber will supply you. meg 
for Gun Implement Catalogue No. 


Reg. U. S. Pat. Off. HAR DWARE COMPANY Established 1854 


TORRINGTON, CONN. 


New York Office 151 Chambers Street 
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A STORY 
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IF you were movie-minded you might title this picture- 
story “The Life Saver.” The plot centers around that 
good-natured scamp, Peter Paint Brush, who likes to 
paint the town red, white, blue or what-have-you. Result? 
A pretty stiff “hang-over,” as you can see. Then, just 
when you think he’s headed for the scrap-heap, Old Faith- 
ful Savabrush jumps to the rescue and saves the day— 
for the box office! @ Savabrush has been doing this life- 
saving trick so long and so well, it’s become a national 
institution. Live dealers say it’s the fastest seller in stock. 
“Movie” is right! Put up in 1-lb. and ¥-lb. spic-and-span 
cans—also in the 10c pocket edition size (24 to the con- 
tainer.) Q Ask your jobber for prices and ask us for new 
display helps. Schalk Chemical Co.,357 E. Second St., Los 
Angeles. Eastern Branch: 3932 So. Lincoln St., Chicago. 
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Sandpaper—shelf boxes 





Emery Cloth in bundles 
and boxes 





Sandpaper Rolls 





Wood-Working Paper Rolls 
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- PROGRESS 


_ YEARS ago we introduced 
the first grinding compound to the 

world—Clover Compound is still leading 

the industry, both in quality and in sales. 


Five years ago we entered the Coated 
Abrasive field—at first made only Sand- 
paper and Emery Cloth, which rapidly 
gained favor and is now found on the 
shelves of the leading jobbers and dealers 


the country over. 


We have kept right on—enlarged our 
plant and equipment, so that now we make, 
besides Sandpaper and Emery Cloth, Alumi- 
nous Oxide Metal-Cutting Cloth, in 
sheets, rolls, belts and discs—Aluminous 
Oxide Paper Rolls for wood-working 
and floor-sanding—Garnet Cabinet and 
Finishing Papers and Garnet Roll Goods 
for belt and drum sanders. 


Where, at first, we limited our sales to 
the shelf hardware trade, now we offer the 
mill-supply trade everything it requires 
in this line. 

Clover quality has never been questioned 
—Clover prices are always low—there is 
nothing better to be had than Clover Ser- 


vice. 


Won’t you allow us to submit samples 


and quote? 





Water-Mixed Valve-Grinding 
Compoun 





Aluminous Oxide Economy Rolls 





Aluminous Oxide Cloth Sheets 
in bundles and boxes 


Metal-Cutting Belts 





Metal-Cutting Cloth Rolls 








CLOVER MANUFACTURING COMPANY 


NORWALK, CONN., U. S. A. 


SANDPAPERS 
METAL-CUTTING PAPERS AND CLOTHS 
WOOD-WORKING PAPERS AND CLOTHS 

CLOVER GRINDING AND LAPPING COMPOUND 


| 


E. B. GALLAHER : 

Clover Mfg. Co., Norwalk, Conn. 
You may send me, without obligation, samples of : 
| Green -Stripe Sandpaper 


| Red-Stripe Turkish Emery Cloth—for polishing 
Yellow-Stripe Aluminous Oxide Cloth—for cut- 


__| ting hard metals. The universal shop abrasive _ 








| Orange-Stripe Garnet Paper =p wood-working 


| Clover Grease-Mixed Grinding Compound 
Clover Water-Mixed Valve-Grinding Compound 





1 
|_Name ; 
| Address 


Character of business 
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ductive acres—and consequent farm prosperity? 
Well—teaching is important—but, right now, the really essential thing is reminding. 


stock—and more efficient and economical farm operation. 


Over the air via radio—in the class rooms of colleges—in every issue of every farm paper and 
through the mails—that message has been taught—and taught also has been the fact that 
these things may not be accomplished without the aid of good and well planned fencing. 
Every farmer has listened to that message and is familiar with it. But—every farmer has not 
acted uponit. In other words, the teaching has been done—it’s reminding that’s needed now. 
And—on your willingness to ‘‘remind’’—constantly and repeatedly—depends the farm 
prosperity that you've been so eagerly hoping and waiting for. 

Honestly, then, isn’t it a part of your job to tie a mental string on every customer's finger— 
an ever-present reminder of good fence and the productive acres that will result from its use. 


_.. thats needed now. . . 


Waar strange doctrine is this? Who dares to say that teaching is not essential to more pro- 


For years the Government Department of Agriculture—and the various state bureaus—have spread 
the gospel of diversified farming, of increased soil fertility due to the proper rotation of crops and 





Because of their known quality, 
American Steel & Wire Company 
Zinc Insulated Fencing, Steel 
Fence Posts, Poultry Netting. 
Steel Gates, Barbed Wire, Nails 
and Wire of all kinds are more 
-_ ly sold—more profitably mer- 
chandised. 


AMERICAN STEEL & WIRE COMPANY 


SUBSIDIARY OF UNITED Us STATES STEEL CORPORATION 
208 South La Salle Street, Chicago ») And All Principal Cities 
Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco 
Export Distributors: United States Steel Products Company, New York 
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THE Nicholson File Company’s 
National Advertising is sent to 
millions of prospective file buyers 
over a “national hook-up” of pub- 
lications, including: a selected list 
of newspapers, a national maga- 
zine, a national farm paper, 
group of widely read lumber pap- 
ers, semi-technical and specialized 
trade journals. 


As in past years, Nicholson File 
Advertising points out new uses 
for files, urges the reader to buy 
from his hardware store. 


National Advertising will help you 
maintain profitable sales of Nich- 
olson Files. 


At Your Jobber’s 


NICHOLSON FILE COMPANY 
Providence, R.1.,U.S.A. 


A FILE FOR 
EVERY PURPOSE 





There is a way 
to Profits 





@ There always has been and always will be one 


sure way for live hardware merchants to make 
money—and that is by selling quality merchandise 
the Atkins way because every sale is at a profit. 
Take SILVER STEEL Saws for instance—lead- 
ing in quality, fair price and national advertising. 
There is no “who makes it” about Atkins. They 
are well known and accepted everywhere by 
critical saw buyers who know saw values as “the 
most they can get for their money.” 


If you are not already selling Atkins SILVER 
STEEL Saws, Saw Tools and Saw Specialties, 
now is the time to investigate this line—before 
you invest in any more saws. Let Atkins help 
you. 








No. 401—Extra High Grade; straight back, shi 


No. 65—High Quality aes straight back, also mad 


beautifully polished and etched. 
grip. An all around good saw. 








grade steel, nicely polished and etched. 
back, beec 
and set 26 inch, 8 point only. 








handle, gloss finish. Filed and set ready for use. 
inch, 8 point only. 


Also a full line of small saws and tools 


made of SILVER STEEL 





point pat- 


tern. Also made in regular pattern, eg STEEL 
taper ground, mirror polish, rosewood handle of Perfection 
pattern which prevents wrist strain. For skew back saws, 
this quality, order No. 400. The elite of all saws. 





regular pattern, taper ground SILVER STEEL Blade, 
exclusive Damaskeen —, applewood handle of Perfec- 
tion pattern style. For skew back saws, this quality, 
order No. 53. Thousands of carpenters prefer these saws. 





No. “59—The Original Medium-Priced, High-Grade Saw. 
Sheffield quality steel, narrow point pattern, skew back, 
handle, with easy 


No. 101—Popular-Priced Saw to sell at $1.00. Special 
Flat ground, 
ew h handle, weather-resisting lacquer. File 


No. 150—Priced to sell at $1.50. Special quality steel, 
taper ground, skew back, polished to high finish. Beech 








Atkins Helps the Dealer 


Consistently successful advertising plans are 
being used to help live dealers sell more Atkins 
Saws—magazine advertising reaching millions of 
carpenters, “farmers and home workshop owners— 
direct mail—multigraph and newspaper cuts— 
window and counter displays—dealer helps of all 
kinds—free if you will use them. 


Atkins dealers everywhere are turning saw stocks 
into dollar profits, because they are pushing 
SILVER STEEL Saws with the aid of these 
Atkins sales producing helps and “cashing in” 
while others are merely looking on. Get on the 
profit side of the ledger by stocking the above 
popular saws, just a few from the Atkins exten- 
sive line of saws and saw tools for every purpose. 


Demand Atkins SILVER STEEL Saws and Tools from your jobber. Accept no substitutes. If he 


cannot supply you, write to us direct and we will see that you are supplied promptly. 


E. C. ATKINS ano Company 


402 So. Illinois Street Py i 
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ELIVERY is not just 
transportation but a 
sales-increasing — service. 

To the student of truck delivery, 
however, and there are a num- 
ber in the hardware business, 
efficient delivery service stacks 
up in importance with such 
problems as wise buying, study- 
ing territorial needs, arranging 
attractive displays, pushing 
profit items, getting people into 
the store, cutting selling expense, 
maintaining proper stock and so 
on through the long gamut of 
things to do. The truck, to such 
a man, is not simply a necessary 
evil; an expensive and some- 
times troublesome piece of 
equipment made necessary by 
present-day competitive emphasis 
on service. To the contrary, he 
views it as a merchandising as- 
set; a powerful tool, which if 
properly employed will build 
good-will and sales. 

The delivery-wise hardware 
retailer, whether he operates 
one or ten trucks, does three 
things: (1) He does not consider 
a sale consummated until deliv- 
ery, if desired, is complete. 
(2) He makes his various 
sources of merchandise supply, 
quickly available by truck, his 
stock-rooms. (3) He provides 
that service at the lowest possible 
cost to himself. To do these 
three things is quite as simple as 
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Hardware Age Course in 


peration 


by MARTIN J. KOITZSCH 
Managing Editor, 
Commercial Car Journal 
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told, and the purpose of this 
series. 


MARTIN J. 
KOITZSCH 





Delivery is designed to please 
customers and is a proper con- 
venience for them. It will bring 
them back for later purchases. 
Competition has made such ser- 
vice imperative. In every com- 
munity many people prefer to 
patronize establishments where 
delivery is furnished. 

Use of the truck in pick-up 
service, also has a distinct mer- 
chandising slant. The demands 
of customers today are greater 
than a few years ago. And they 
want what they want when they 
want it. To carry a complete in- 
ventory to meet that demand is 
not always practical. But with 
telephone and a truck at his dis- 
posal, no hardware dealer need 
be handicapped to handle special 


orders. In selling it is not al- 


IN SIX INSTALLMENTS—OUTLINE ON OPPOSITE PAGE. 


ways salesmanship that is re- 
quired, nor price, but often just 
service. The truck represents 
that merchandising service. 

While delivery needs may dif- 
fer with individual dealers for 
reasons of location (urban, sub- 
urban and rural) size of busi- 
ness and character of line, finan- 
cial standing of the neighbor- 
hood, topography of business 
area, etc., the purpose, method 
of operation and the cost of 
truck delivery is fundamentally 
the same. 

Retailers also differ as to 
manner in which their delivery 
requirements are to be met: the 
majority own and operate their 
own trucks; some contract for 
parcel service; others hire trucks 
on an hour or per diem basis; 
still others lease trucks on a 
mileage plan; and, of course, 
there are a number of local 
stores that operate entirely on a 
cash and carry plan (many of 
these, however, could increase 
their business with delivery ser- 
vice although there are a few of 
the smaller neighborhood variety 
which because of their light 
stock and small sales really 
have no need for delivery). All 
these plans, while, in some in- 
stances, possessing benefits pe- 
culiar to the particular estab- 
lishments employing them, are 
in the final analysis founded on 
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the same basic principles. There- 
fore, any discussion of the sub- 


ject should properly commence 


with the common features— 


elements that apply to the deliv- 
ery of all hardware business, 
irrespective of the ultimate 
set-up. 


When one remembers that de- 
livery is frequently one of the 
larger items of expense which 


(Continued on page 60) 





Profitable Truck 


Operation Requires a Knowledge of the 


following phases, to be discussed in coming issues. 


1—COST AND WORK RECORD 
SYSTEM 


(a) Outline of system 
Driver report 
Recapitulation 

(b) Operating costs 


To determine and control the 
par of delivery expense some 
method of checking truck cost 
and work done is the first essen- 





tial. All other types of operat- 
ing information depend more or 
less on the accuracy of these 
factors. Cost figures are really 
the watch-dogs of truck opera- 
tion. Unusual figures growl out 
and by tracing them down causes 
of conditions are brought to light 
which tell the efficiency story of 
truck use, drivers, operating 
time, safety, maintenance, etc. 
Cost records give such direct in- 
formation as cost per mile; com- 
parative costs of trucks (if more 
than one is employed); cost of 
repairs and labor. 
2—INSPECTION AND REPAIR 


(a) Preventive maintenance 
(b) Controlling repair cost 


Preventive maintenance is the 
motor repairman’s way of say- 
ing, “A stitch in time saves 
nine.” It is the established re- 
pair mode of the day and has 
been the means of saving large 
sums of money in time, labor 
and parts. Driver care, periodic 
inspections, lubrication and ad- 
justments constitute preventive 
maintenance. Driver and shop 
records reveal and stop abuses. 
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3—OPERATING EFFICIENCY 
(for fleets of 5 or more trucks) 
(a) Loading and dispatching 
efficiency 
(b) Saving time en route and 
at point of delivery 


Large retailers can by em- 
ploying efficient methods at the 
store, on the road and in the 
shop reduce idle time which is a 
very important factor in ece- 
nomical truck operation. Idle 
time is costly. Delays at the 
store are caused by slow order 
filling, delays in checking, sort- 
ing, platform construction. Road 
delays are caused’ by traffic, 
errors in address, C. O. D. col- 
lections, inspections by custom- 
ers, etc. Prolonged idle time in 
shop means loss on truck invest- 
ment, besides meaning interrup- 
tion of service to customers and 
cost of substitute truck. 






Ve 


4—HIRING AND’ TRAINING 
DRIVERS 
(a) Driver qualifications 
(b) Driver duties 
(c) Wage incentives 


Another key to economical de- 
livery, low repair and long truck 
life is the driver. Too little at- 
tention is given to the problem 
of getting competent drivers. 
Effort spent in improving driver 
performance pays good divi- 
dends. 


5—HOW TO CUT COST OF 
ACCIDENTS 
(a) Proper supervision 
(b) Standard safety rules 
(c) Accident records 





No-accident drivers are money 
makers. Accident cost is both 


direct and indirect. Damage to 
the dealer’s reputation is indi- 
rect. Direct costs comprise re- 
pairs, higher insurance premi- 
ums, cost of substitute truck, 
interrupted service, etc. It is 





within the ability of every truck 
owner to develop and capitalize 
on the no-accident type of driver. 
6—CONTRACT DELIVERY 
(a) Parcel service 
(b) Truck hiring 
(c) Mileage leasing 
While most hardware dealer: 
handle delivery with their own 
equipment some engage outside 
agencies. Concerns located close 
to, a reliable parcel service com- 
pany often find it advantageous 
to use the service if schedules 
and rates are right, or if light 
and spotty delivery requirements 
make a truck too expensive. 
Truck hiring is not uncommon 
and among other reasons is em- 
ployed because of low rates and 
simplification in accounting. 
Transportation costs are fixed on 
a per hour or per day basis. 
The mileage leasing plan gives 
the dealer a truck ostensibly his 
own but actually owned by an- 
other who lets it out on weekly 
flat-rate charge plus a stipulated 
amount of mileage. 
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A. E. OGDEN 


HE late Charles Eliot, 
f hoa great president, 

was an interested student 
of human nature. And he liked 
tools. These hobbies led him to 
make frequent visits to the Milli- 
gan Hardware Co.’s store oppo- 
site the South Station in Boston. 
An honored guest, he liked to 
take a seat in some inconspicuous 


What Milligans 
mean by SERVICE 


Here is a story of Tool Selling that tells how 
salesmen in this hardware store take care 
of from one to four customers at one time. 


corner, observing the interplay 
of human reactions in that best 
of all psychological laboratories, 
the salesroom. 

And when President Eliot left, 
his liking for tools usually as- 
serted itself. Almost invariably 
he picked up a tool that took his 
fancy, felt the “heft” of it, and 
remarked, “You’d better wrap 
this. I don’t know whether I'll 
ever have occasion to use it or 
not, but I like the feel of it.” 

This interesting memory of 
the man who stands out most 
prominently in Harvard’s his- 





tory is one that naturally means 
a great deal to Arthur E. Ogden, 
president and treasurer of the 
Milligan Hardware Co. And 
aside from its value in sentiment, 
President Eliot’s interest in this 
hardware concern has important 
significance. For it indicates 
that he discerned something of 
extraordinary value in the every- 
day sales psychology employed 
by the store. This is borne out 
by the fact that when the Harvard 
Business School was founded, it 
was Mr. Eliot’s wish that some 
of his students might receive 
their training in Mr. Ogden’s 
salesroom. And _ though _ this 
wish was not realized, it testified 
to the measure of importance 
that the educator attached to the 
sales methods used by the or- 
ganization. 

These have been carefully 
planned to meet the special re- 
quirements of the two Milligan 
stores, situated in Boston’s busi- 
est districts. The second store, 
incidentally, is on Devonshire 
Street, at the edge of Dock 
Square and the market district. 
Both stores specialize in me- 
chanics’ tools, which have been 
emphasized since the concern 


was established in 1860. They 
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Eliot 
something of ex- 
traordinary value in 
the every day sales 
psychology of the 
Milligan store. 





also carry inclusive lines of re- 
tail and builders’ hardware and 
paints. 

The Milligan stores possess 
limited physical space for sell- 
ing. The store opposite the 
South Station, for instance, has 
a twenty-foot front, slanting to 
a width of about twelve feet at 
the rear. The depth is forty-two 
feet. The Dock Square store, 
known as “the hole in the wall” 
on account of its size, is even 
smaller. 

Restricted selling space and 
mid-city locations make quick 
turnover a valuable objective. 
Consequently, swift and efficient 
service is of paramount impor- 
tance. 

The terminal store, in par- 
ticular, is called upon to handle 
throngs of commuters during the 
rush hours with great speed. 
Every second must be made to 
count in taking care of these 
hurried customers. And to hold 
its prestige, the store must do its 
work thoroughly as well as 
swiftly. 


Service Requireménts 


The service requirements that 
confront this store are tersely 
summed up by Mr. Ogden, the 
Milligan president. 

“Our service must be so sure 
and efficient that the customer 
leaving his office with just time 
enough to make his train will 
know that he can drop into the 






late Charles 
discerned 
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store, select his article without 
delay, have it wrapped quickly, 
and still have a minute to get his 
breath before the train leaves. 
And if a customer is in doubt as 
to the article he needs, our ser- 
vice must insure the correct se- 
lection without waste of time.” 

It is obviously no easy matter 
to fulfill these exacting require- 
ments, but all Milligan sales- 
people are trained to take care 
of from one to four customers at 
one time. 


Handling Extra Customers 


Assume that the entire sales- 
force—at present consisting of 
three men at the terminal store— 
is occupied with customers. An- 
other customer comes in, obvi- 
ously in a hurry, and asks the 
nearest salesman if he can get a 
certain tool. The man whom he 
addresses, no matter how busy, 
ceases work just long enough to 
put the desired article into the 
newcomer’s hands, then resumes 
his task. The interruption, inci- 
dentally, is very brief, for any 
tool may be obtained in a mo- 
ment, owing to the efficient ar- 
rangement of stock which will 
be touched upon later. 

This simple procedure serves 
to hold the customer until the 
previous one leaves the sales- 
room with his purchase. For 
the tool he wants is in his hands 
and during the few moments that 
he must wait he can handle and 
inspect it. He feels, moreover, 
that the salesman is attentive to 
his wants and will serve him just 
as soon as he is free. His reac- 
tion would be quite a different 
one if the busy salesman had 
failed to heed his request until 
he had completely finished with 
the previous customer. In that 
case, the hurried commuter 
would very likely walk dis- 
gustedly out of the store, and 
would retain an unfavorable im- 
pression of its service. 





During crowded periods, a 
second, third, or even fourth 
customer can be tactfully han- 
dled in the same way. The act 
of putting an article into each 
waiting customer’s hands is al- 
most invariably sufficient to de- 
tain him until the speedy sales- 
man can wrap the goods. Even 
though the tool that the salesman 
hurriedly chooses fails to be 
exactly what was requested, the 
little attention serves to hold the 
sale until the right selection can 
be made. The chief considera- 
tion is speed. The clerk must 
not stop to question a new cus- 
tomer at length, lest he seriously 
interrupt service to the one he is 
attending. But he can grasp a 
fleeting second to put into the 
newcomer’s hands the article that 
he thinks he wants. 


Saving Sales 


This method saves many sales 
for the Milligan stores that would 
otherwise be lost, and not a 
single lost motion is allowed to 
delay the completion of a sale 
and the wrapping of goods. 

Psychological selling has 
proved an effective means of 
winning those numerous custom- 
ers who ask the price of a par- 
ticular article the moment they 
enter the store. The Milligan 
salesman to whom this inquiry 
is put does not reply at once. 
Instead, he quickly obtains 
the article that the customer 
wishes to price, puts it into his 
hands, and last of all, names the 
figure. The clerk waits a few 
moments until the customer has 
had an opportunity to inspect 
and handle the tool. Then, if 
there is still hesitation, he makes 
a comment that suggests a favor- 
able decision, usually, “May I 
wrap it for you?” This sugges- 
tion frequently serves to clinch 
the sale. 


This serves to overcome many 
(Continued on page 80) 
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by LLEW S. SOULE 
Contributing Editor, Harpware AGE 


FWNHE retailers and whole- 
salers of this country can 
be important factors in the 

rebuilding of prosperity. By the 
same token, they can do much 
to retard progress and to inten- 
sify the unfavorable conditions 
which have been with us for the 
past two years. 

It is largely a matter of the 
policies they pursue in their 
buying and selling of merchan- 
dise. 

General prosperity always de- 
pends upon adequate buying 
power, properly distributed. It 
depends upon busy factories, 
employing the normal number 
of workers, and busy farmers 
assured of a fair market for 
their produce. It is never built 
on a false foundation of cheap 
imported wares, idle factories, 
unemployed labor and farmers 
who can produce but not sell. 

If the merchandise distribu- 
tors of this country want pros- 
perity, they must do their part 
toward creating normal buying 
power by stocking, using and 
selling standard American 
goods. We cannot build “Good 
Times” in the United States by 
substituting cheaply made, low 
priced foreign merchandise for 
the products of American fac- 
tories and American labor. 

Let us consider the matter 
logically. If an article is made 
in this country the money paid 
for raw materials and labor goes 
to increase American buying 
power; the profits go toward the 
upbuilding of American enter- 
prises; funds are made available 
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Build Prosperity 


By Selling American Made Merchandise 


generally for the purchase of 
manufactured goods and farm 
produce. Money circulates 
freely and business is good. 

On the other hand, when 
cheap imported articles are sub- 
stituted for standard merchan- 
dise of American make, the 
money representing raw mate- 
rials, labor and basic profits 
goes to build up foreign buying 
power and to cut down that of 
the American public. Then as 
our buying power dwindles, un- 
employment increases, and every 
line of American business activ- 
ity suffers. Thus each purchase 
and sale of cheap competitive 
foreign merchandise adds its bit 
to a vicious circle which under- 
mines American buying power 
and hampers the return of pros- 
perity. 

The mere fact that the im- 
ported merchandise referred to, 
sells at a low price is no logical 
reason for merchants to stock 
and sell it. There are no perma- 
nent benefits involved. The cus- 
tomer who is induced to buy it 
may thus spend a ‘little less of 
the money he has at hand, but at 
the same time he reduces his op- 
portunity for further income. 
The merchant who sells it may 
make a small temporary profit, 
but in doing so he inevitably cuts 
down his prospects for future 
business. 

Naturally, we do not refer to 
the high grade staple merchan- 
dise of foreign make, which has 
long been a feature of our im- 
port lists, and which still has its 
proper place in American mer- 
chandising. The danger lies in 
the cheaply made imported com- 





petitive wares with which this 
country has been flooded during 
the past few years; merchandise 
of low value which benefits 
neither the merchant nor the con- 
sumer; which tears down our 
standards of quality, as well as 
our standards of living. It does 
not fill any real need. There is 
no demand for it; merely a price 
acceptance created by short 
sighted merchants who have 
failed to foresee the ultimate dis- 
astrous effects upon their custom- 
ers and their own business. 

Price alone is not the antidote 
for depression, particularly 
when it involves a sacrifice of 
buying power. There is no 
economy in mere cheapness. 
The American public wants 
value; above everything else it 
wants an assurance of reason- 
able income. Without income 
price means nothing. 

Meanwhile it is well to re- 
member that from the stand- 
point of value American manu- 
facturers have not and will not 
be surpassed. There is not an 
item of builders’ hardware, 
tools, housewares—or any one 
of the numerous lines carried by 
hardware stores, which cannot 
be furnished in American makes 
at better values than those of- 
fered by competitive imported 
goods; values which are recog- 
nized and accepted. 

Why sell yourself out of busi- 
ness? The hardware wholesaler 
or retailer who hampers the re- 
turn of prosperity by substitut- 
ing low value foreign goods for 
staple American products is 
trading his birthright for a mess 
of pottage. 


HARDWARE AGE 









fei 
& 

















How would you 


meet competition from 
all these retail paint out- 
lets in your neighbor- 
hood? 


A large mail order chain 
store ; 


Two paint and glass stores 
A department store 
Two hardware stores 


Four 5-10-25-cent chain 


stores 


Read— 








By ROBERT A. HARDY 


AINT stocks concentrated 

on a well known, nationally 

advertised line—a _ lower 
priced line to meet chain and 
department store competition— 
prominent location of the paint 
department in the store—and 
aggressive merchandising of the 
paint line—these are the prin- 
cipal reasons for the success of 
the Mort Hardware and Supply 
Company in building up a paint 
business which is. among the 


largest handled by a hardware 
store in Philadelphia. 

In the company’s new store in 
Upper Darby the paint depart- 
ment is considered one of the 
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_ How the Mort 
Hardware and Supply 
Company Meets Paint 


most important ends of the busi- 
ness. This store was opened 
about six months ago to serve a 
rapidly growing section just on 
the edge of the Philadelphia city 
limits. For many years the 
Mort Company has conducted a 
hardware business at Fourth and 
Girard Avenue in the older sec- 


tion of Philadelphia. 


Almost Every Form of Paint 
Competition 


Almost every form of paint 
competition is represented in the 
immediate vicinity of the new 
store. Located within the radius 
of about a quarter mile are two 





Competition 





exclusive paint stores catering 
especially to the painter trade, 
a large store of a mail order 
chain which does a heavy paint 


business, two other hardware 
stores handling paints, four 
5-10-25-cent chain stores selling 
paint to the small can trade and 
a department store with a com- 
plete paint line in the house fur- 
nishing basement. There are 
numerous _ painting 
tractors operating in the vicinity 
who usually sell the materials 
for their jobs. It would look as 
if the neighborhood market were 
saturated with paint outlets. 
(Continued on page 62) 


also con- 








Editor Hardware Age 


BVIOUSLY inaccurate and grossly unfair, is the lowly position 
given to the retail hardware trade, in the recently published 
survey, credited to Kenneth Dameron, Director of the Electri- 


cal Merchandising Joint Committee. 


In his study is a table sup- 


posed to show the relative importance of various retail outlets 


in the distribution of all kinds of electrical appliances. 


Here he 


places the hardware trade eleventh in a possible thirteen. Mr. Dam- 
eron credits the entire hardware trade with a mere 0.9 per cent of 
the gross total of retail sales volume in such merchandise. He claims 
plumbers have ninth place with 1.6 per cent, and gives tenth place to 
music stores, which he says do 1.5 per cent of the country’s volume 
on appliances. The relative position given hardware stores, plumbers 
and music stores makes this report as less than acceptable to those 
familiar with the retail distribution of electrical appliances. 


In Dameron’s breakdown of the re- 
tail distribution of table appliances 
alone, ten retail groups are shown, 
to the complete exclusion of the hard- 
ware trade. According to these two 
tables (published on these pages) the 
hardware trade occupies an unimpor- 
tant position in the distribution of all 
kinds of electrical appliances, and in 
the sale of table appliances is com- 
pletely out of the picture. Both of 
these conclusions shriek inaccuracy. 

Throughout the findings of Mr. 
Dameron, department stores take a 
prominent position as retail factors 
in the distribution of electrical appli- 
ances, vieing favorably with utilities 
for percentage of total volume. Just- 
ly proud, the National Retail Dry 
Goods Association has issued a press 
release and prepared an extensive 
bulletin on the subject. In both pub- 
lications, the tables shown here were 
used. Being largely a department 
store organization, this body natu- 
rally would take every opportunity to 
promote the welfare of that field. 

From the press release we quote: 
“The data which formed the back- 
ground of this study were collected 
from the sales records of manufac- 
turers for the year 1931. In each in- 
stance the manufacturer reported his 
sales to retailers by type of outlet, in- 
dicating the per cent of total sales to 
each outlet and the number of dealers 
served. A field survey was supple- 
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mented by a questionnaire investiga- 
tion, the combined results of which 
were adequate for scientific purposes. 
Out of the total number of calls and 
inquiries, slightly more than 60 per 
cent of the manufacturers responded. 
In going directly to the sales records 
of manufacturers, the Electrical Mer- 
chandising Joint Committee brings to 
light more exact information regard- 
ing distribution.” 

There is a vagueness to the author- 
ity claimed for the Dameron survey. 
“Slightly more than 60 per cent of 
the manufacturers responded” might 
mean anything from 3 out of 5, to 
300 out of 500. To impress experi- 
enced people, it would be necessary 
to know exactly how many manufac- 
turers contributed sales records, to 
know specifically the names of manu- 
facturers participating, and to study 
carefully the scope of their lines. It 
is obvious that manufacturers could 
be selected, whose records would in- 
dicate small hardware distribution. 
Some electrical manufacturers might 
actually be without any hardware out- 
lets. But certainly, no true cross-sec- 
tion picture of the entire electrical 
appliance distribution volume could 
show the hardware trade less impor- 
tant than plumbers and music stores, 
or worse, show that table appliances 
are not sold in hardware stores. 

To the experienced, another obvi- 
ous weakness is apparent. An impor- 


Dameron’s Electrical Survey 


By CHARLES J. HEALE 


tant part of all electrical appliances 
sold is distributed through whole- 
salers, so that the manufacturers sales 
records might not tell the story ac- 
curately. Probably 75 per cent of all 
appliances sold to hardware dealers 
come through wholesalers. It is diffi- 
cult to tell how a manufacturer will 
classify wholesalers. Because they 
enjoy a.large volume in electrical 
equipment, plumbing supplies and 
mill supplies, we have seen outstand- 
ing hardware wholesalers listed as 
electrical, plumbing or mill supply 
distributors when each of these fields 
actually represented a department of 
a firm whose business was identified 
as HARDWARE and in large letters. 

The Electrical Merchandising Joint 
Committee personnel includes four de- 
partment store executives, five public 
utility executives, one furniture rep- 
resentative and one hardware man. 
R. J. Atkinson, past N.R.H.A. presi- 
dent, is the hardware representative. 
Mr. Dameron is the committee’s exec- 
utive secretary, and is, we are told, a 
member of the Ohio State University 
faculty. It was under the auspices of 
this group that the Dameron survey 
was-conducted, yet neither Mr. Atkin- 
son nor the majority of members of 
the National Retail Hardware Associ- 
ation will be willing to give their en- 
dorsement to such statements. Quite 
informally and unofficially, we under- 
stand that Mr. Atkinson has expressed 
his complete disapproval of Dam- 
eron’s figures, and that the National 
has protested their inaccuracy. How- 
ever, such disapproval and _ protest 
should be shouted loudly—just as 
loudly as have those who wish to ac- 
cept Dameron’s figures shouted that 
side of the story. 

In reporting this survey in its May 
7, 1932 (page 794) issue, Electrical 
World refers to a “survey made by 
Kenneth Dameron, appointed director 
of the joint committee on electrical 
merchandising set up last year by the 
dry goods and hardware dealers’ na- 
tional associations and the N.E.L.A.” 
Such a statement certainly infers 
N.R.H.A. endorsement of the figures 
(quoted previously), which follow. 

There are not immediately avail- 
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able any national figures to offset 
Dameron’s figures, but we do know 
specifically something about the dis- 
tribution of electrical appliances 
through hardware channels in the 
State of Ohio. Last year two experi- 
enced HARDWARE AGE investigators 
visited 1117 retail hardware stores in 
Ohio. We know there are 2109 re- 
tail hardware stores in this State, of 
which 659 are major dealers (annual 
sales volume of more than $30,000) 
and 1414 minor dealers. These in- 
vestigators saw 52.9 per cent of all 
the hardware retailers in Ohio, which 
included visits to 341 towns. 

In Ohio, these men found 418 ma- 
jor retailers selling electrical appli- 
ances. This represented 96.5 per 
cent of the major group visited. The 
average sale of electrical appliances 
per year was $5,163.75 per store. 
Other outstanding facts obtained are: 


Average Annual Sale of Electrical Ap- 
pliances by Major Hardware Dealers 
Located in Different Population Groups 


54 dealers located in towns 
of 2500 population and 
less average 


$2,686.00 


122 dealers located in towns 
of 2500 to 10,000 popu- 


lation average 3,714.00 


106 dealers located in towns 
of 10,000 to 50,000 pop- 
ulation average 6,467.00 

136 dealers located in towns 
of 50,000 population and 
over average 6,077.00 

Let’s take these 418 Ohio dealers as 
an example. If their average annual 
sale of electrical appliances is $5,- 

163.75, their combined sales would ap- 

proximate $2,000,000. Realizing that 

this still represents something less than 
the total distribution of electrical ap- 
pliances through hardware channels in 

Ohio, let’s use Dameron’s figures. He 

gives the hardware trade 0.9 per cent. 

If he is right, the total electrical appli- 

ance volume in Ohio alone would be 

more than $200,000,000. 

Can this be possible, when the gross 
retail sales volume for all kinds of elec- 
trical appliances, throughout the entire 
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country, has been placed at approxi- 
mately 615 million dollars? Electrical 
Merchandising (same publishers as 
Electrical World) is authority for this 
last figure, which, we are told, has had 
acceptance in the industry. Certainly 
Ohio, great State that it is, does not 
enjoy one-third of all the retail sales in 
electrical appliances. This is absurd 
and adds more objections to Dameron’s 
conclusions. 

For many years certain factors in the 
electrical industry have fostered the 
“dealer-contractors” as the best chan- 
nel for distributing electrical appli- 
ances. Time and experience has pretty 
well convinced most of us that the con- 
tractor is seldom merchant or salesman, 
but usually a mechanic. In large met- 
ropolitan centers, of course, there are 
contractors who employ merchandising 
men to handle the sales end, or spe- 
cialty shops with a mechanical or ser- 
vice department. But such conditions 
can hardly be considered as general or 
typical. 

If we haven’t learned anything else 
about distribution, we certainly have 
been shown that the place to sell any 
kind of merchandise is in stores where 
other merchandise is sold, and in stores 
that enjoy constant customer traffic be- 
cause of their wide variety of stocks. 
Such is the happy situation of the de- 
partment ‘store. Likewise of the better 
hardware store. 

The Dameron report is unfair to the 
entire hardware distribution family. It 
may even discourage satisfactory sell- 


These Tables Are from 


Distribution of All Electrical Appli- 
ances by Kind of Retail Outlet 





Per Cent Kind of Retail 
of Total Outlet 
32.0% Utilities 
24.0% Dept. Stores 
10.2% Electrical Specialty 
9.9% Furniture 
8.6% Electrical Contractors 
6.0% Manufacturers Branches 
2.5% Radio 
1.9% Mail Order 
1.6% Plumbers 
1.5% Music 
0.9% Hardware 
0.6% Jewelers 
0.3% Drugs 
100.0% All Retail Outlets 
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y Unfair to Hardware Trade 


ing connections for hardware whole- 
salers and retailers in their relations 
with electrical appliance manufactur- 
ers. It may offset temporarily the prog- 
ress (profitable to the hardware trade 
as well as to the manufacturers) that 
has been made by the hardware 
press, over a period of years, in en- 
couraging hardware stores to develop 
electrical merchandise sales as an im- 
portant and regular part of their busi- 
ness. It may be discouraging for retail 
hardware merchants who are consider- 
ing even further expansion of electrical 
lines to have thrust at them such in- 
accurate and grossly unfair statements. 

The sincerity of Mr. Dameron is not 
questioned, nor do we dispute any 
claim that the figures reported were 
honestly obtained. We do question the 
adequacy of the information, and for 
that reason protest the broadcasting of 
the data he has obtained. We hope 
that the National Retail Hardware As- 
sociation in congress assembled at West 
Baden, Ind., next week, will see fit to 
protest also. As Channing Sweitzer, 
managing director of the National Re- 
tail Dry Goods Association, will be a 
speaker at West Baden, it would be 
opportune to invite any further ex- 
planation of the survey which he may 
be able to provide. In a sense his or- 
ganization has approved the figures, in 
that it has distributed the press release 
and has prepared an elaborate bulletin 
based on Dameron’s data. 

Hardware wholesalers and retailers 
deserve a hearing in this matter. 


the Dameron Survey 


Distribution of Table Electrical Appli- 
ances by Kind of Retail Outlet 





Per Cent Kind of Retail 
of Total Outlet 
30.0% Dept. Stores 
18.0% Utilities 
18.0% Electrical Specialty 
16.0% Electrical Contractors 
5.0% Furniture 
4.4% Mail Order 
4.0% Jewelers 
3.0% Manufacturers Branches 
11% Radio 
0.5% Music 
100.0% All Retail Outlets 
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never know much about our own towns. It is 

acting as guides that leads us to an increase in 
local knowledge. While I had been doing business 
in the shadow of the Woolworth building for years, 
I never went up to the top of that building until a 
customer called and suggested that we take a view 
of New York as it was a fine clear day. It was a 
wonderful view, so after that when a customer 
called I would say, “Well, old boy, how would you 
like to have me show you New York?” Almost 
immediately he woke up and was willing to be 
shown. Then I would suggest we go up on the 
Woolworth building. Sometimes the expression of 
anticipation on the customer’s face changed to one 
of disappointment. 

The other day one of our Western friends, who is 
a great golf player, wrote us he would be in New 
York on a certain:day. We wrote back arranging 
a golf game at the Bonnie Briar, one of the sporti- 
est courses in Westchester County. The gentleman 
arrived and we arranged to pick him up at his hotel 
early the next morning. The other members of 
the party were to meet us at the club. The morning 
came and it was pouring rain. However, being op- 
timists we called at the hotel, picked up our cus- 
tomer and started for the country. It did not stop 
raining. It settled down into a steady drizzle. So 
instead of bearing away to the N.-N.-E. we shifted 
our course for the Larchmont Yacht Club. From 
there we telephoned to Bonnie Briar for the rest of 
the crowd to come over to the Larchmont Club 
where we could play Bridge, Pinocle or what would 
you. The day had to be saved. 

Now, I happen to live just two doors from the 
Yacht Club and I thought I knew something about 
this club. When our party assembled Commodore 
Anthony, an old yachtsman, the sole surviving 
charter member of the Larchmont Yacht Club, met 
us. We had decided upon a lobster luncheon to be 
served in the brig, just off the former bar room of 
the club. The bar of antique oak, the brass rail 
and all the steins and fixings were still there, but 
the glory of this bar, where so many good stories 
have been told, has almost passed away—almost! 
Commodore Anthony, a yachtsman of many con- 
tests, like the old sailor in the Poem of the Ancient 
Mariner, “held us with his glittering eye.” While 
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Not a Word About the Depression! 


By SAUNDERS NORVELL 


the club. Our guest from the West seemed to be 
very much interested, so our procession started. 

First, in the left wing was the historical poker 
room. This room is circular in shape, and in the 
center there is a circular table with a revolving top. 
There is also a circular lamp over this table and 
below the lamp hangs a wire and at the end of this 
wire, just over the center of this table, there is a 
call button within reach. All the chairs in this 
room have arms. On the walls of the room, going 
back over forty years are framed poker hands— 
“royal straight flushes” that have been held by the 
various players in this room. It was interesting 
to study the hands and also the autographs, and 
some of the remarks written under the hands. One 
of these hands was dated December 25 and the 
holder of the hand had written cheerfully—Merry 
Christmas to All.” I speak of the chairs of this 
room having arms. They not only had arms, but 
they had cushion seats. I hope some hotel men 
who fix up rooms for conventions read this article. 
These little gold chairs that they supply at conven- 
tions, without any arms and with a hard bottom, 
together with the long addresses, is just a relic of 
the early tortures of the inquisition. If we cannot 
have anything else at conventions at least give us 
arm chairs. 

Then, Commodore Anthony escorted us to a room 
facing the harbor. I, of course, had seen this 
room before, but I did not know its story. It seems 
jthat this room, its ceilings, walls, doors, and pic- 
tures in all their gilded magnificence had been a 
small chapel in a cathedral at Corunna, Spain. That 
town was captured by the French army. The town 
put up a hard stiff fight. It was carried by assault 


|: we never had visitors the chances are we would ” the lobsters were being broiled he would show us 


_by the French and then the French general passed 


out the word that 48 hours would be given to 
“sack” the town. This meant, in those cheerful 
days when a town was sacked that no man, woman 
or child was spared. Every soldier could take what 
he pleased, or what he could manage to carry away. 
That was the sad fate of Corunna. This idea of 
sacking a town you may think belonged to ancient 
times. As a matter of fact, during the Boxer Re- 
bellion in China, in the Forbidden City the home 
of the Chinese Emperors was sacked by the foreign 
troops, and shortly after this sacking some very 
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valuable and rare Chinese jades, jewels and other 
ornaments from the Forbidden City turned up in 
the United States. A young lieutenant, a relative 
of mine, who took part in this affair, showed me a 
collection he made on that occasion that would do 
honor to the Metropolitan Museum. Human con- 
duct, through the ages, does not seem to change very 
much. 

But, how I do wander around! Let’s get back to 
that chapel in Corunna. A French general as his 
share of the loot had this chapel dismantled. He 
took everything in the chapel including the floor 
and the ceiling. It was all packed up and sent 
back to Paris and put in a warehouse. Then some- 
thing must have happened to this general because 
this chapel was never afterwards claimed. Years 
passed and one day a member of the Larchmont 
Yacht Club happened to be in Paris and an art 
collector told him about this chapel. He bought 
the whole outfit, had it shipped to the United States 
and now this chapel has been rebuilt, just like the 
original as a front room in the Larchmont Yacht 
Club. Of course, the altar is not there, but in the 
wall where the altar once was there is an old paint- 
ing of Catherine the Great of Russia. Those of 
you who remember your early studies will remem- 
ber that Catherine was some girl. Our hero John 
Paul Jones, after his celebrated naval engagement, 
being out of a job went to Russia and entered the 
service of Catherine. What a curious history he 
had. He returned to Paris and lived in a little 
house with a garden im the back yard. He died in 
Paris, was buried in a lead coffin in a cemetery on 
the edge of the city. The town grew. Houses were 
built over the cemetery and John Paul Jones was 
forgotten. After a while, it was decided to hunt 
for him. Buildings were torn down, the cemetery 
was uncovered and finally his body was found in 
the lead coffin in which it was buried. The remains 
of John Paul Jones were brought home to the United 
States on an American battleship with great honor, 
and now they rest at Annapolis. I tell this little 
story inside of a story because I am writing about 
2 Yacht Club and John Paul Jones was something 
of a sailor, and here in this Yacht Club hangs the 
portrait of the lady who took pity on him when he 
was one of the unemployed. 

In the next room to the chapel in the Yacht Club 
there was a comparatively small room decorated in 
silk. I had also noticed this room before, but I 
never paid any attention to the silk on the walls. 
Commodore Anthony explained that the silk ceiling 
and walls was as a matter of fact a Moorish tent. 
The outside covering was wetproof. The inside was 
embroidered silk. This tent was used by one of 
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the Moorish chieftains when he went to war. He 
was defeated in battle by the Spaniards and they 
captured his tent, so this tent also was shipped to 
the United States and now decorates a room at the 
Yacht Club. In this room are ancient Moorish 
helmets. In the top of these helmets are the metal 
holders for the plumes that once waved so proudly 
over the head of the Moorish knights. From the 
sides of the helmet hang the chain mail. Then also 
there are’ chain mail jackets worn by the Moors. 
Also a collection of their curved scimitars. 

Back of these rooms is the large library of the 
club. There are hundreds of books, beautifully 
bound. In the corners stand the armor of knights. 
It is peculiar about this armor. The knights of 
those old days were not formed like the men of to- 
day. They had enormous shoulders and deep 
chests, but very short and thin legs. Very few mod- 
ern men with their heavier legs could get into this 
old armor. Commodore Anthony explained the 
reason they grew that way in those days was be- 
cause the knights spent most of the time on horse- 
back. The warlike exercises with which they in- 
dulged developed the upper part of their bodies. 
They seldom walked, especially in armor and, 
therefore, their legs were not developed. 

Another room in the club is called the model 
room. Here are the models of hundreds of yachts 
and especially the models of those yachts that have 
become famous. In a glass case was a tattered flag 
with a white background, bearing a red cross. This 
was the flag of the yacht Atlantis that won the cele- 
brated race years ago across the Atlantic Ocean. 
As Commodore Anthony sailed on this yacht in this 
race he can speak from personal experience. He 
said the wind was blowing a terrific gale. Every 
moment, as all sails were up, they expected that 
the sticks would be blown out of her. Finally, the 
captain called the sailing master and asked what 
in his opinion should be done, should they take in 
sail? It is said the sailing master stood on one 
foot and then on the other, he shifted the quid of 
tobacco in his mouth, and replied, “Well, captain, 
I suppose the idea is to get over there as quickly as 
we can, and my judgment is it would be a shame to 
take in sail.” So they stuck it out, sail was not re- 
duced and they won the race. This yacht made 
the shortest sailing time of any sailing vessel to 
cross the ocean up to that time. 

However, the old records were all beaten re- 
cently by the three masted schooner Vima, formerly 
known as the Hussar, and owned by Mr. Hutton. It 
seems that a Swedish gentleman of small fortune 
recently married a widow of a steel magnate of 


(Continued on page 78) 
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Hardware Age 


Window Display 
Suggestions 


N this group of window sug- 

gestions there are opportuni- 

ties for you. The HARDWARE 
AGE interchangeable display fix- 
tures are used in the windows 
above. 


The tool window at the: left 
was used by the Chicago Retail 
Hardware Association’s model 
store. 

On page 41 is a timely and 
effective paint display. It comes 
from the James McCullough & 
Son, Kittanning, Pa., and was 
trimmed by A. Savona. 
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N.R.H.A. Congress at West Baden 
Ind., Will Emphasize SELLING 


RRANGEMENTS have been 
A comple for the 33rd 
annual congress of the 
National Retail Hardware Asso- 
ciation. Instead of meeting at 
Minneapolis, as was voted at the 
Cleveland congress, delegates 
will assemble at the West Baden 
Springs Hotel, West Baden 
Springs, Ind., June 13 to 16, 
a week prior to the previously 
scheduled time. Preference ex- 
pressed by affiliated state asso- 
ciations for a more central meet- 
ing place influenced the decision 
to meet at West Baden Springs. 
The dates were changed to avoid 
conflict with another convention. 
The locality, in southern Indi- 
ana, is far famed for its natural 
scenic beauty. The surround- 
ings provide a quiet, restful at- 
mosphere. 

“The Business of Selling” 
will be the major convention 
theme. It is planned to develop 
various phases of the theme in 
an intensive manner. The plan 
for presenting the discussions of 
the principal theme and sub top- 
ics will differ somewhat from 
the usual practice. Each speaker 
will deliver a fifteen minute ad- 
dress covering the vital points of 
the assigned topic. Following 
this, a second fifteen minute 
period will provide for a series 
of questions to be answered by 
the speaker. The remaining thirty 
minutes of the hour alloted to 
each subject will then be devoted 
to a general forum discussion. 
Another new feature will be the 
use of dramatic interludes to 


stress important factors of effici- 
ent selling methods. 

At the opening business ses- 
sion Monday evening, June 13, 


Thos B. Howell, 


Rich- 


Pres. 
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mond, Va., will speak on “The 
Romance of Hardware Retail- 
ing,” touching upon the history 
of the hardware trade and its 
contributions to the progress of 
mankind in a manner intended 
to spur the trade on to further 
achievements. 

Tuesday morning Paul J. 
Stokes, Research Service Mana- 
ger, N. R. H. A., will discuss 
trends in business conditions in 
an address entitled “The Busi- 
ness Barometer.” He will be 
followed by Channing Sweitzer, 
Managing Director, National Re- 
tail Dry Goods Association, New 
York City, who with “The Bur- 
den of Taxation” as his subject, 
will explain how the problem of 
steadily increasing taxes can be 
solved. A forum at the conclu- 
sion will deal with “The Course 
of Prices.” 


The Expense Structure 


On Tuesday afternoon, A. S. 
Gronemeier, Mount Vernon, 
Ind., speaking on “The Expense 
Structure,” will present an anal- 
ysis of retail cost factors and de- 
scribe effective means for their 
control. “Economical Opera- 
tion” will then serve as the topic 
for a forum discussion. In con- 
clusion and from an episodic 
review “Asleep at the Job” dele- 
gates will learn what the mer- 
chandise thinks about sales 
methods. 

The opening address at the 
Wednesday morning session will 
be delivered by Frank Pekoc, 
Jr., Cleveland, Ohio, who will 
discuss “The Selling Machine,” 
stressing the advisability of em- 
ploying every selling facility to 
best advantage. Rivers Peterson. 
editor, Hardware Retailer, Indi- 








anapolis, will then show, through 
an address entitled “The Facts 
of Competition,” how knowledge 
and understanding can be used 
to combat competitive situations. 
A forum discussion on “Appli- 
ance Selling” will bring the 
Wednesday morning session to a 
close. 

With “The Passing Show” as 
his topic, Luther R. Stein, vice- 
president, Belknap Hardware & 
Manufacturing Co., Louisville, 
Ky., as the first speaker on 
Wednesday afternoon’s _ pro- 
gram, will emphasize the neces- 
sity of meeting changed condi- 
tions. A forum discussion will 
then center around the subject of 
“Business Adjustments.” A 
dramatic interlude, entitled “The 
Killing of Business” will then 
demonstrate how carelessness 
and inefficiency kill sales. 

At the Thursday morning ses- 
sion, Frank M. Surface, assistant 
director, Bureau of Foreign and 
Domestic Commerce, Washing- 
ton, D. C., with “Business Plan- 
ning” as his subject, will discuss 
industry planning and describe 
the leadership trade associations 
must assume to make a planned 
program a success. A forum 
discussion to follow will deal 
with “Topics of Trade Interest.” 
R. J. Atkinson, Brooklyn, N. Y., 
in a presentation entitled “In the 
Service” will then describe the 
helpful service being extended 
by the national association to af- 
filiated state organizations and 
their members. 

At the final business session 
Thursday, afternoon, Herbert 
Geissing, East St. Louis, IIl., 
with “Following Through” as his 
topic will explain state associa- 
tion activities and tell how their 
work is related to the national 
program. The reports of the va- 
rious committees will then be 
presented and officers elected. 
The incoming president, in an 
(Continued on page 82) 
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mw toe TALKERTICKET i: 


By J. A. WARREN 
Associate Editor, Hardware Age 


OT weather is here. Price 
H tickets to get attention 
must be pleasing as well 
as informative, so let’s talk about 
color. Blue and white are about 
the coolest colors for this season, 
but there is no objection to a dash 
of red. These colors are much in 
favor with stylists this season, so 
we will choose these particular 
shades of red and blue. 

The border of this month’s 
ticket should be blue, the head- 
ing and price red. The message 
should be in the blue and the di- 
agonal line red. The _ other 
tickets in the display should be 
designed uniformly with this 
one as to size and color scheme. 
In each case you should search 
for the most descriptive, value 
creating phrases available. 

The photograph on this page 
showing Morris Friedman’s (Bay 
Shore, L. I.) use of talking price 
tickets is an excellent example of 
the method of display advocated 
and described in this series of 
articles. This window is well 
arranged throughout, but its ef- 
fectiveness is greatly enhanced 
by the repetition of these uni- 
form tickets. If you trim a win- 
dow in this manner you will be 
enthusiastic about them and wish 
to continue their use. Frequently 
a window can be given a com- 
pletely new appearance simply 
by changing the ticket trim. 


Ticket as used in 


It ME aX here. this window 
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Non-denting A 


cases.. They threw a 
500 ft brilliant beam 


5 ee for extra bulb 
in end 





















HERE was a _ thoughtful 
ie on Jim Daley’s 

face as he brought his 
baskets into the store and began 
lining up his deliveries for the 
morning route. Jim had reason 
to be thoughtful. It was his last 
week as a regular Marvin Hard- 
ware Co. employee. Beginning 
the following Monday, he was to 
conduct the new cooperative de- 
livery system organized to han- 
dle all the hardware deliveries 
for the town. It was a good job, 
with a better salary than he had 
been receiving, yet Jim sighed 
somewhat regretfully at the 
thought that he would no longer 
be a regular member of the 
Marvin organization. 

“Good morning, Jim,” said a 
voice cordially, and Jim snapped 
out of his reverie to look up into 
the smiling face of Mr. Marvin. 
“I’m predicting great things for 
you, my boy; I take a personal 
pride in the fact that you were 
chosen for that new job. It 
speaks well for you and the store 
as well. However,” he went on, 
“your are still a member of the 
force, and it’s up to you to pre- 
side at the Marvin store meeting 
Friday night. Have you any- 
thing in mind for a subject?” 

“Yes, Mr. Marvin,” said Jim 
earnestly. “I think I have a sub- 
ject of more than ordinary inter- 
est. You know I’ve been visiting 
the other stores a good deal dur- 
ing the past few days, and I have 
seen several things that puzzle 
me. Do you mind if I bring 
some of them up at the meet- 
ing?” “No, indeed,” said the 
boss, “I think it would be a fine 


° 
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MARVIN’S 
Store Meetings 


By LLEW S. SOULE 
Contributing Editor, Hardware Age 


idea. We need an outside view- 
point occasionally, and a com- 
parison of systems is always 
worth while. I shall look for- 
ward to an interesting session.” 

During the balance of the 
week, Jim continued his visits 
to the other stores, and when 
Friday evening arrived, he felt 
indeed that he did have some- 
thing of importance to discuss. 
He was so full of his subject that 
he plunged into it immediately 
as soon as the meeting had been 
called to order. 

“The arranging of my new 
work has caused me to be in the 
other hardware stores of this 
town a good part of my time this 
past week,” he said. “It has 


given me an opportunity to ob- 
serve some of their selling meth- 
ods which I would like to have 


the Marvin employees discuss. 
I won’t mention store names or 
those of the individuals; just the 
methods.” 

“For example,” he want on, 
“T was ina store yesterday while 
one of the salesmen was selling 
a gas range. It was a standard 
range and the price seemed to be 
a fair one. The salesman made 
a good sales argument, and then 
ended by saying: ‘You’re a good 
customer, and if you'll take this 
range I’ll throw in this heavy 
aluminum tea kettle.’ A _ little 
later I saw another employee 
give a customer a file with a saw 
he had purchased. That is some- 
thing I haven’t seen around this 
store, and I am wondering if it 
is a good means for closing 
sales.” 

Van Davis was on his feet in- 
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stantly. “J think it is a very poor 
policy,” he said, “and one that 
reflects on the selling ability of 
the clerk. It looks to me like 
buying a sale instead of selling 
on a profitable basis.” 

Jim smiled. “I didn’t tell you 
the whole story,” he said. “The 
customer didn’t buy the range. 
He said: ‘If you can afford to 
throw in that kettle, you must 
have the range marked too high.’ 
The salesman did a lot of ex- 
plaining, but somehow it wasn’t 
convincing.” 

Here Bill Gordon interrupted. 
“Was that customer Mr. Garri- 
son, who lives on East 11th 
Street?” he queried. “Yes,” Jim 
replied. “How did you know?” 
“Well,” said Bill quickly, “he 
came in here to look at a range 
and tried to get me to cut the 
price. When I refused, he 
wanted me to include a tea kettle 
free. I told him we had only one 
price to all customers, and that 
it was a fair price. He finally 
bought the range, and it is to be 
delivered Monday.” 


No Salesmanship in Giving 
Things Away 

“You did the right thing, 
Bill,” said Mr. Marvin. “There 
is no salesmanship involved in 
giving merchandise away. The 
term ‘selling’ implies the mak- 
ing of a reasonable profit. In a 
retail store it implies being fair 
to all customers. A salesman 
who gives away his employer’s 
merchandise in order to get the 
legitimate price for some spe- 
cific article is merely offering the 
customer a bribe for purchasing. 
Unless it is authorized, he is 
actually stealing. If it is author- 
ized, then the merchant himself 
is guilty of cheating himself, his 
employees and the customers 
who pay regular prices. 

“TI can see how he cheats him- 
self and the customers who pay 
regular prices,” said Charlie 
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Hanson, “but I don’t see how he 
cheats the employees.” 

“It is this way, Charlie,” said 
Mr. Marvin earnestly. “The em- 
ployees are paid in proportion 
to the store’s profits. If the 
profits are cut down unneces- 
sarily the employees are cheated 
in their wages.” 


Might Cost His Job 

“That isn’t all of it either,” 
said Bill Higgins. “Suppose that 
I should ask all customers to pay 
regular prices, and that Mr. 
Marvin should throw in articles 
with his sales. The customers 
would think that I was holding 
out on them. It would cut down 
my chances to sell, and might 
eventually cost me my job.” 

“T think it goes even farther 
than that,” said May Garvin. 
“Giving goods away is not sell- 
ing. It actually lessens the sales- 
man’s ability to sell and makes 
him worth less to his employer.” 

Irma Baldwin, the new man- 
ager of the housewares depart- 
ment, had listened attentively to 
the discussion, but had not ven- 
tured an opinion. “What do you 
think of the policy, Irma?” Mr. 
Marvin queried. 

“T agree with all that has been 
said,” she replied, “but there is 
another angle which has not been 
mentioned—that of additional 
sales. If the salesman throws in 
a tea kettle with a gas range, he 
throws away the opportunity to 
sell that kettle as an additional 
item sale. It would be much 
better to sell the range on its 
merits and then suggest the pur- 
chase of a kettle. Only this 
morning I listened as Van sold a 
saw to Mr. Gardiner. I don’t 
know much about saws, but 
Van’s sales talk was logical 
enough to convince any one. 
Then when the sale was made, 
he suggested a file to keep it 
sharp, and finally he convinced 


Mr. Gardiner that he should 


have several files of various sizes 
and shapes for use on the farm. 
He made an extra sale amount- 
ing to 75 cents. Isn’t that much 
better than giving a file away 
and entting the legitimate profit 
on the saw?” 

Van flushed. “That file stunt 
is one I got from a traveling 
salesman,” he said. “He told me 
that every file customer should 
have at least three files, in order 
to fill his needs. He said a flat 
file cannot do a good job on a 
saw; a taper file will not work 
well on any curved surface, and 
so on. Now, whenever a man 
asks for a file I sell him either 
three or four files. However,” 
he went on, “that is aside from 
the question. The real point is 
that when an article is actually 
sold, a gift is unnecessary. What 
might have been a gift, naturally 
becomes a second sale, increas- 
ing the sales volume and _ the 
store profit.” 

“T think that covers the sub- 
ject very well,” said Jim. “Now 
I’d like to take up some matters 
in regard to arranging orders for 
delivery under the new system. 
For one thing, I think you should 
find out in what part of town 
each delivery is to be made. 
Then I can arrange to cover one 
section of the city each trip. I 
have divided the territory to be 
covered, into two sections, using 
Main Street as the dividing 
line.” : 

For the next half hour the 
force went into all the details 
concerning the new system. 
Finally Mr. Marvin looked at 
his watch and said: “Our time is 
up, Mr. Chairman. I move that 
we adjourn.” 

“T notice that Miss Baldwin 
rather likes your way of selling,” 
said May Garvin to Van Davis 
as they walked home that eve- 
ning. Van smiled broadly. She 
probably noticed how well I have 

(Continued on page 63) 











Bust Among Ourselves 


by CHARLES J. HEALE 


HICAGO is an important 
ie city in the advertising 

field. The folks there 
generally seem to have some ad- 
vertising sense, even in small 
details. The largest Knights of 
Columbus’ unit has for its phone 
number “Columbus 1492” and 
the Century of Progress to be 
observed next year has as its 
phone number “Victory 1933.” 
As Andy (also of Chicago fame) 


says, “aint that sumpin?” 


—— HA ——— 


Having been bold enough 
to suggest, many times, that 
the successful retail hardware 
merchant of the future plan 
to devote 90 per cent of his 
efforts and thinking to selling 
and but 10 per cent to buying 
and other administration prob- 
lems, it is good news to see the 
program of the 1932 N. R. H. A. 
Congress. “Business of Selling 
Will Get Congress Thought,” 
says a headline announcing the 
Congress theme. Other precon- 
vention information also em- 
phasizes that selling is today’s 
dominant problem for retailers. 
Check! On this subject, Frank 
Doyle, successful operator of 
five stores in New York State, 
took issue with me recently. He 
writes in part: “You touch on a 
rather pet subject of mine—ad- 
vising that 90 per cent of the 
energy be toward sales. I am 
inclined to think if a fellow does 
regular buying, as put in front 
of him today by the wholesalers, 
he will need to spend more than 
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Editor, Hardware Age 


90 per cent of his time to sell 
the goods he buys on that basis.” 
Two years ago at the Rochester 
(N. Y.) convention I expressed 
the opinion that while more de- 
tailed accounting and control 
systems provided valuable data 
for guidance they were actually 
an incident in administration 
and that profits came only from 
sales. That’s why I’m happy 
that selling will be the subject of 
study at West Baden, Ind., next 
week. 

UNN BROS., in Daytona 

Beach, Fla., has a free scale 
in front of their store. A great 
many passers-by stopped to 
check up on the avoirdupois, 
then carried on. Only a few 
looked at the windows and prac- 
tically none stepped inside. This 
wasn’t doing much good, so the 
scale was placed just inside the 
front door with a fairly large 
sign inviting folks to give “them- 
selves a weigh.” This was bet- 
ter. Enough people had become 
accustomed to using the Dunn 
scale outside to look for it and 
so they came into- the doorway 
and a few looked about the store 
or exchanged greetings with the 
sales staff. A month later the 
scale was pushed back about six 
feet. When I was there a year 
ago it had reached the half way 
mark and was more popular than 
ever with the public. Plenty of 
people come in primarily to use 
the scale, which in its present 
position necessitates at least a 















partial glance at the store’s dis- 
plays. With a large sporting 
goods department directly up 
front the relation between exer- 
cise and overweight has helped 
sales. Moving the scale toward 
the rear by gradual steps lured 
folks into the store, literally step 
by step. This is a real worth 
while idea for building up store 
visitors, vitally needed by all 
hardware stores. Almost any 
average fellow can sell the folks 
who are in asking for goods, the 
real problem is to get more peo- 
ple into hardware stores, if only 
to look around. That leads to 
sales and present selling oppor- 
tunities. 

LARK-ROSCHER Hardware 

Co. has four stores in New 
Orleans, La. All four pay their 
way. A. Roscher showed me a 
ten cent table. He has one in 
every store. Saves time of mark- 
ing up the many items displayed, 
but more important tells the 
world that this hardware store 
can meet prices, ‘can furnish ten 
cent merchandise and is glad to. 
Also it gives the salesmen of 
this firm tangible evidence of the 
comparative values offered in 
10 cent and other merchandise. 
The sign telling about the ten 
cent table is large. You can 
see it from the street. This is 
good strategy. 
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Jamestown, N. Y.: Furnish name 
and address of the manufacturer of 
Century aluminum.—Lundquist Hard- 
ware Co. 

ANSWER: The Enterprise Alumi- 
num Co, Massillon, Ohio. 

* *% * 


Cuicaco, Itt.: In one of 1931 Fall 
numbers of HarpwareE AGE, I noted in 
the section devoted to “new items” a 
folding table that would accommodate 
about eight people. I have since mis- 
laid this issue of the paper and would 
like to have manufacturer’s name and 
address.—E. A. Rossiter, R. E. Dietz 
Co. 

ANSWER: Phenix Mfg. Co., Mil- 


waukee, Wis. 
* *% * 


Bettmore, L. I., N. Y.: Provide 
names and addresses of several manu- 
facturers of carpenters aprons to be 


made with dealers name imprinted 
thereon.—Edgar J. Wood. 
ANSWER: Grinnell Lithographic 


Co., 406 W 31st St., New York, N. Y.; 
Valley Bag Co., 1902 Morgan St., St. 
Louis, Mo., and Troy Sunshade Co., 
Troy, Ohio. 

* * * 

Crayton, Mo.: Who makes machines 
for cutting ice cubes?—J. G. Weber 
Hardware & Supply Co. 

ANSWER? Ice Cube Cutters, Inc., 
75 West St., New York. N. Y. 


eo 


New York, N. Y.: Who makes the 
Presto renewable hollow point nail set 
and center punch, which is sold in 
chain stores for 10c.?—Alexander 


Herz Co. 
ANSWER: George Schrade, 46 Sey- 
mour St., Bridgeport, Conn. 
* * * 


Vancouver, B. C.: Who makes pink- 
ing scissors?—W. C. Stearman. 

ANSWER: Progress Pinking Scis- 
sors Co, 158 Greene St., New York, 
Ns 

* * * 

CLEVELAND, Onto: Furnish names 
and addresses of several manufacturers 
of plumbers rubber bibb washers.— 
Plumbers Supply & Hardware Co. 

ANSWER: La Favorite Rubber Mfg. 
Co., Paterson, N. J.; Whitehead Bros. 
Rubber Co., Trenton, N. J.; Durst Mfg. 
Co., 468 Broadway, New York, N. Y.; 
Holland Rubber Co.. 26 Warren St., 
New York, N. Y., and Voorhees Rub- 
ber Mfg. Co., 105 Hudson St., New 
York, N. Y. 

* * * 

Repusiic, On10: Who makes a web 

potato sorting machine under the trade- 
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1002 LETTERS 


received by Hardware Age 


during 1931, asking the 
question: 





HO 
MIAKES 
Ir? 


Information regarding sources 
of supply as provided readers 
of Hardware Age by its Buyers’ 
Catalog Department is _pre- 
sented here as an aid to others 
seeking the same articles. 


name Boggs?—S. J. Beard Hardware 
Co. 
ANSWER: Boggs Mfg. Co., Atlanta, 
Ga. 
* * * 

SHAMOKIN, Pa.: Who makes what 
might be termed a trough for dispens- 
ing wire cloth? It is about three feet 
long and when a roll of cloth is placed 
in it the roll revolves as the end of the 
cloth is pulled toward the operator.— 
W. C. Hack & Sons. 

ANSWER: Way-Jack Co., Inc., 48 
S. Water St., Poughkeepsie, N. Y. 

* * * 


Scuonarie, N. Y.: Furnish address 
of the Graef & Schmidt cutlery concern. 


—Charles E. Willsey. 


ANSWER: Graef & Schmidt, 456 
4th Ave., New York, N. Y. 
* * * 


Watertoo, Iowa: Advise where we 
can purchase a sod cutter—Waterloo 
Hardware Co. 

ANSWER: Osmundson Spade Mfg. 
Co., 1524 Third St., Perry, Iowa, and 
Richmond Sod Cutter Co., Richmond, 


Ind. 


*& + 


MonrToursvIL_e, Pa.: Furnish the ad- 
dress of the research laboratory and 
engineering organization maintained 
by the leading copper companies. We 
wish advice on using quite a quantity 
of copper for some of our customers. 
—G. W. Bennett & Son. 

ANSWER: Copper & Brass Research 
Assn., 25 Broadway, New York, N. Y. 


* %*+* 


OLEAN, N. Y.; Where is the Von- 
negut Hardware Co. located and what 
do they manufacture?—Miller Hard- 
ware Co. 

ANSWER: 120 E. Washington St., 
Indianapolis, Ind. Manufacturers of 
fire door hardware. 


+ + 


HicHLanp Park, Micu.: Furnish ad- 
dress of Spiegel Bros., importers.— 
Eric Fromm, Inc. 

ANSWER: 114 Franklin St., New 
York, N. Y. 

* * * 

ALTOONA, Pa.: Who makes Vanity 
cake pans?—Hollands! 

ANSWER: Edward Katzinger Co., 
1949 N. Cicero Ave., Chicago, IIl. 


* * 


Mr. Eaton, On1o: Who makes the 


Victor Special shotgun? —E. E. 
Tschantz. 
ANSWER: H. & D. Folsom Arms 


Co., 314 Broadway, New York, N. Y. 
* * * 


Kinston, N. C.: Who makes Badger 
velocipedes?—D. V. Dixon & Son. 

ANSWER: Garton Toy Co., She- 
boygan, Wis. 

* * *% 

Spruce Pine, N. C.: Provide names 
and addresses of several manufactur- 
ers of pewter ware that can be re- 
tailed for $1—Burleson Store Co., 
Inc. 

ANSWER: Merwin-Wilson Co., New 
Milford, Conn.; Treasure Chest Co., 
25 Broadway, Asheville, N. C., and L. 
H. Vaughan, 10 Clifton St., Taunton, 
Mass. 
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A REGULAR FEATURE 
OF HARDWARE AGE 


How’s ne Hardware Business? 


Mr. James interprets for 
hardware men, such basic 
factors as, crop outlook, 
freight car loadings, circu- 
lation of money, building 
progress, employment, etc. 
He also deals with specific 
price trends, demand for 
merchandise, shortages 
and future outlook as re- 
flected by his study of the 
national hardware market 
situation. 











June 7, 1932 
Hardware Relatively Well Off 


VIDENCE accumulates weekly 
Hh that the retailing of hardware 

is holding an enviable record of 
fair activity, compared to the slowness 
in other lines of merchandise. There 
is no claim that all hardware stores 
are busy, or that all districts report 
betterment. These are, however, out- 
croppings of good news of retailing 
from many areas, including some of 
the larger cities. In general, the dis- 
tricts dependent upon mill operations 
remain low in demand and in morale, 
while those whose business comes from 
agriculture or from automobile and 
parts production, are reporting a 
healthy, seasonable flow of trade. 

It cannot be expected that the sum- 
mer months will continue as good for 
retailing as were April and May. Sales 
of several season lines started late and 
have continued past the usual selling 
period, but are now past their peak. 
Wholesalers expect very well sustained 
selling, however, on paints, roofing, 
housewares, camping, touring, sports 
and garden supplies for many weeks to 
come. Dealers who keep displays and 
advertising fresh and pertinent to the 
season, and who have hot-weather goods 
while the call is “hot,” will probably 
have little reason to complain of the 
usual summer slump. 


Central West Reports 
Feature Hardware 


The Federal Reserve Bank of 
Chicago, in reporting its trade 
summaries for the surrounding 
states for April, features the fact 
that the district’s wholesale sales 
of hardware expanded 31 per 
cent above March,—the best sea- 
sonal rise in the industry since 
1923. With that exception, 
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wholesale trade in the middle 
west showed a downward trend. 
The explanation seems to be that 
merchants were over-zealous in 
reducing inventory at a season 
when expansion of demand and 
of necessary stocks is normal. 


Building Better in May 


While continuing much below 
a year ago, new construction 
contracts for the first two weeks 
of May in the thirty-seven East- 
ern States showed considerable 
improvement over the April 
rate, according to report by the 
F. W. Dodge Corporation, giv- 
ing promise of a measure of 
improvement for the month of 
May as a whole. Losses from 
April were sustained in nonresi- 
dential buildings and _ public 
works, but public utilities and 
residential building showed 
gains. Chicago was one large 
city that showed a marked April 
gain over March, amounting to 
54 per cent. 

Nineteen-thirty-two contracts let dur- 
ing the period May 1 through May 14 
(twelve business days) totaled $63,- 
079,100, according to Dodge; this con- 
trasts with $58,169,600 for the first half 
of April (thirteen business days). In 
the comparable twelve-day period of 
May, 1931, contracts totaled $146,- 
916,000. , 


Motor Output Sharply Up 


The automobile industry is showing 
production figures which again give it 
front rank importance in the use of 
materials and labor. Due largely to 
the recent good showings of Chevrolet 
output and sales, and to the rapid in- 
crease in Ford’s production, not only 
did the April total of 154,823 cars ex- 
ceed expectations, but preliminary esti- 
mates for May indicate a further 25 
per cent increase, to nearly 200,000 
cars. This output, if reached, will be 
the best since last July, and very close 
to the monthly average (206,030 cars) 
for all of 1931. 


Banking Situation Favorable 


Improvement in banking conditions, 
with bank failures continuing in rela- 


tively small numbers, was announced 
by the Federal Reserve Board in its 
April review of business and financial 
conditions. 

The statistics showed that in April 
68 banks, with deposits of $35,496,000, 
suspended, while 15 banks, with capital 
of $6,434,000, reopened. Since the 
first of the year a total of 578 banks 
have suspended, while 117 banks were 
reopened. 

The board reported that bank fail- 
ures dropped after January, when there 
were 342 suspensions. In February 
there were only 123, in March 45, and 
in April 68. 


Commodity Prices 
The Annalist weekly index of whole- 


sale commodity prices declined fur- 
ther to a new low of 88.5 on May 24, 
compared with 88.7 on May 17 and 
101.0 a year ago. Of the individual 
commodities that went lower, the more 
important were hogs and lambs, beef 
and veal, cotton goods, rubber and 
gasoline. A new low was made by 
copper. Wheat, steers, cotton, coffee, 
flour, zinc, tin and leather, on the other 
hand, were higher. 


Major Markets and Industries 


Bradstreet finds that cotton milling 
in the South has become intermittent, 
some plants having closed for an in- 
definite period. The wool market is in 
a state of inactivity in Boston and 
other chief centers. Wool prices have 
reached the lowest level for 38 years. 
The lull in shoe manufacturing has 
had a slowing effect on the various 
branches of the leather market, which 
has been nearly at a standstill. 

Coal mines in the Central States are 
opening, following a wage agreement 
between the miners and the operators, 
and in Indiana limestone quarries are 
resuming as a result of the call for 
material for public improvements in 
other sections of the country. Oil pro- 
duction has become steady at the well- 
reduced and regulated rate, and prices, 
both for the crude product and gaso- 
line, have been more stabilized. Field 
work and drilling have been renewed 
and sales of equipment have been in- 
creased. 

The lumber market continues very 
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quiet, production in the Northwest 
amounting to only 24 per cent of nor- 
mal. New business, however, is about 
7 per cent above production, thus tak- 
ing up some of the surplus stocks. 
Pine and fir shipments are increasing. 

Because of the low price and lack of 
demand, most copper mines and smelt- 
ters are either closed down or operat- 
ing skeleton forces. 


Crops and Food-Stuffs 


Except for winter wheat, crops gen- 
erally are reported to Bradstreet to be 
in fair condition. In the case of wheat, 
experts are revising their estimates 
downward, for dry weather has taken 
a heavy toll, and it is expected that the 
harvest, which will soon be under way, 
will be the smallest in years. Spring 
wheat in the Northwest is in a favor- 
able condition, except in the Dakotas, 
where grasshoppers are abundant and 
causing some damage. There seems 
little expectation of improved wheat 
prices, and therefore of any great in- 
crease in the purchasing power of the 
farmers. 

Alfalfa fields generally are in fine 
condition, and cattle are reported to be 
in good shape. The citrus orchards in 
California were in good blossom but it 
is too early to predict the character of 
the crop. Other fruit crops show good 
promise, although some damage has 
been done by frosts. 

The index of food prices (1928-30 = 
100) fell during the week ending May 
25 to 52.4, the ninth successive low. 
This compares with 52.7 the previous 
week, and 70.5 for the same week a 
year ago. The decline from last year 
was 24.2 per cent. This Bradstreet in- 
dex is the sum total of the prices per 
pound of 31 food articles in common 
use. 


Freight Car Loadings Lower 


Weekly car-loadings hit a new 1932 
low in the week of May 21, and it 
seems likely that loadings for the 
month were the lowest, thus far, for 
the year. 

Loadings throughout the United 
States in the third week of May came 
to 515,450, a drop of 2217 cars from 
the preceding week and 239,288 under 
a year ago. 

Bright spots in the May 21 weekly 
record were an increase of 981 cars in 
miscellaneous freight and of 407 cars 
in ore. 


Structural Bookings Help Steel 


May closed with the production rate 
on steel at about 23 per cent, though 
the total output for the month was sub- 
stantially better than in April. Struc- 
tural steel bookings in the last week of 
May, at 31,886 tons, were the largest 
in 1932, two-thirds of which represented 
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large Federal projects. Ford is dis- 
tributing more parts and material busi- 
ness, being commonly reported to have 
long and vainly tried to buy steel at 
his own price, well below the current 
market. Miscellaneous steel orders 
from users long out of the market have 
appeared in some districts. A little 
more railroad demand has developed. 
Pig iron has been reduced 50 cents per 
ton, about 3 per cent 

Concerning prices, The Iron Age says 
that although all of the steel companies 
realize the need of more income, there 
appears to be a difference of opinion 
as to the expediency of attempting at 
this time a general advance in steel 
prices, which, if not successful, might 
jeopardize the stabilization movement 
inaugurated at the beginning of the 
present quarter. 

Conviction that prices should be ad- 
vanced is strongest in the flat-rolled 
branch of the industry, prices of sheets 
and strip having suffered the most 
severely during the depression. 


Short Items of Interest 


Cotton prices broke $1 a bale into 
new low ground for the season in the 
New York and Chicago markets on 
May 31. July contracts sold at 5.30 
cents a pound, 2 points below the pre- 
vious bottom prices of the season. 

A Chicago bulletin of May 17 re- 
ports that farm implement manufac- 
turers are doing a good repair business 
and more farm equipment is being 
moved by dealers than for some time. 
This news is somewhat more cheerful 
than any recent previous reports, and 
will undoubtedly be reflected to some 
extent in the fall schedules of imple- 
ment manufacturers. 


Hardware Happenings 


A general and rather radical reduc- 
tion in paint prices is announced by 
the manufacturers, based largely upon 
recent low quotations on linseed oil. 
Flaxseed has been selling lately at the 
lowest price for 25 years. 

First quality house paints are re- 
duced 35 cents to 45 cents per gallon— 
second quality, 35 cents per gallon— 
inside gloss paint and floor and porch 
enamel, 25 cents per gallon, and flat 
wall paint 10 cents. The quick-drying 
enamels are marked down 75 cents 
(list) per gallon. 

Axe prices were recently announced 
for current and fall delivery. No 
changes were made in first quality 
axes, which continue at $12 per dozen 
(single bit) base, unhandled, but sec- 
ond grade lines are advanced $1.50 per 
dozen, to $10.50 base, unhandled. Very 
liberal discounts are offered for early 
summer ordering, on a sliding scale, 
decreasing monthly until fall. 


Manufacturers have advanced prices 
on lock sets 75 cents per dozen, the 
third increase since December on rim 
sets, and the second on mortise lock 
sets. 

Plumbing enameled ware makers 
have announced new prices about 10 
per cent higher than those recently in 
effect. 

Manufacturers of well points have 
reduced the price about 15 per cent, 
which is the lowest price in effect for 
ten years. 

Effective June 1, list prices on the 
more popular Mazda auto lamps were 
reduced to the following: 

No. 63..10c. each No. 1129. :21c. each 
No. 81..12c. “ No. 1110. .22c. “ 
No. 87. .19c. “ No. 1000. .24c. “ 

It is understood that the auto lamp 
decline was aimed at meeting recent 
mail-order competition, but on several 
numbers the new lists do not yet ac- 
complish that purpose. 

Prepared roll roofings have seen 
many price changes since January 1— 
a drastic decline being followed by a 
partial recovery, and again in turn by 
a more extreme mark-down. Sales this 
season have been very disappointing to 
the manufacturers, but all agree that 
the latest and lowest prices are well 
below cost of production. The better 
quality slate-surfaced rolls now sell to 
the dealer at $1.48 per square—the 
medium slated rolls at $1.24 per 
square, and the lightest, 35 pound, shed 
roofings are now at 54 cents per square, 
f.o.b. the leading factory points. 

From the electrical divisions comes 
news that there has been a 5 per cent 
reduction in the price of loom cable. 
Electric fans are selling actively. While 
there are a number of very low-priced 
fans on the market, makers of the bet- 
ter grades report they have already 
booked the largest business in years. 
Fuse plug and rubber tape prices are 
easier. The demand for flashlights and 
electric lanterns is reported improved 
as the outdoor season advances. 

Gift items are showing increased 
sales as graduation season approaches. 
Fountain pens ahd pencil sets are ac- 
tive sellers with many dealers for this 
purpose. 

Copper and brass sheets and wire 
have been slightly marked down, fol- 
lowing the recent new lows on ingot 
copper. Soldering irons are quoted a 
shade lower by some makers; and 
there has been a mark-down on copper 
tacks and nails. 

Exceptional values are noted on the 
close-out sheets of some wholesalers 
and manufacturers. The general move 
to simplify lines and assortments is 
bringing to the close-out lists much 
merchandise of better than usual sala- 
bility—a lot of it of very live season- 
able nature for summer disposal. 
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ADVERTISING HARDWARE AGE 


a aid ADVERTISING SERVICE 


. By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 


planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 


The description and pricing of the items must necessarily be left to the in- 
Si WS dividual store in most cases. In writing the descriptions to give to your 
. printer with the supplied ad layout keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual fea- 
tures or special economies effected by the use of the item should be given. 
Greater values than ever for cae ye J Se * ys it is sometimes desirable to —— a as well as 
ngs rs. (S > reduced price. any question arises concerning the use of these ads, write 
send — apne on us. You'll find us willing to help you sell more hardware at all times. 
Name) is setting a new pace 


for Hardware Bargains. H e 
Compare these values! OW TO ORDER 


If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations on these two pages, inclosing your check 
for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each 
cut when less than ten cuts are ordered; when ordering ten cuts or more 
figure the charge at 30c. for each cut ordered. Inclose check with order, 
please—this saves bookkeeping of small amounts. Send all orders to 
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HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 


High Grade Bicycle (All Ads Are Planned Six Weeks in Advance to Give You Ample 


$00 OO Time to Order IIlustrations) 


A real beauty—red trimmed 


in white with chromium 
plated metal parts. Extra 


strong, well reinforced 


throughout. The 28 inch 
wheels carry (brand name) 


single tube tires. 


(List Additional SALE 








Items with 


Prices) You'll find the same high quality you are accus- 
tomed to obtain at (Store Name) but prices will 
be at least 1/3 less than you expect. 


A great Economy Event for thrifty people. 





YOUR STORE NAME [fii This layout is 
for a_ regular 
government Post 
Card. Just add 
the additional 
type matter and 
hand this layout 
with cuts to 
your local 


printer. Food Choppers 


Family size—capacity of 2 
bs. per minute Sel 
sharpening, self cleaning, 
interchangeable parts Com 


S3 qe SS an eae ae anes (List Clearance Items 
With Prices) 


CLEARANCE 
of Electric Fans 
$00.00 * 


Our Leader: Improved porce- 
lain insulated speed control, 


















two speed and stop—height 4 
over all 12% inches, width 
over all 10% inches—com- Step Stools ri] 
plete with cord and two-piece Strongly constructed hard 4 
plug wood with varnish finish. a 

2 . 7 Metal braces on each side— z 

(List Other Sizes will not ‘‘wabble”. Height t 


(——) width ( —) 


With Prices) : 
YOUR STORE NAME 7. OAR eee S . NAME 
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Make Your July Clearance A Real One 
And Avoid Extra Large Markdowns Later! 








JULY CLEARANCE 
OF GARDEN THINGS 


Trellises 


The very newest designs 
in garden trellises greatly 
reduced for this July 
Clearance. Buy now and 
increase the value of your 
property as well as add 
greatly to the comforts 
of your garden and Jawn. 


Colonial Arches 


A very popular pergola 
that is especially attract- 
ive at openings in hedges 
and fences of an entrance 
to a formal garden. Height 


OO GE Ricsess ) outside 
width Chive es ) inside 
WIGth €.000. ove 


Fan Trellis 


You'll be delighted with 
the improvement this in- 
expensive lawn piece will 
make, Its fine construc- 
tion and high quality 
wood and paint make it a 
really unusual value at 











Ween Cece de 


Hose Reels 


All metal Hose 
Reels with channel 
iron frames, enam 
eled green with gal- 
vanized iron drums. 


ES” a Pree ) 
pf -, 
Holds 100 ft. of % 
in. hose. 


YOUR 





this price. Height (....). 


Garden Hose 


ted rubber moulded 
hose built to give 
years of service 
with proper care. 
Fabric of high qual- 
ity yarn—cover and 
tube of tested rub- 
ber stock. 


STORE 


Lawn Mowers 
Sturdy long wear- 
ing ball bearing 
lawn mowers. 
Finest crucible tool 
steel, oil tempered 
blades, shear cut- 
ting and self-sharp- 
ening. 


NAME 
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SERVICE 








Telling the World 
About Our Bargains 


We hate to talk about o 


but we just must tell you of the re- 
markab!e values (Store Name) are 
offering during our great July 


Clearance Sales. Never in 
tory have we been able 


our customers such fine high grade 


things at such very low pric 
urge you to take advantage 
money saving prices. 


(List Items 


urselves 


our his- 
to offer 


‘es. We 
2 of our 


With Prices) 


YOUR STORE NAME 























ss 
Make wash day easier and 


cost. 
wash day. 





» 
. 

lroning Board 
A well built ironing 
table that will not 
creep, crawl or tip. 
Easily opened or 
closed, made of 
selected pine 
rounded edges, au- 
tomatic self locking 
steel braces. 


YOUR 








(List Laundry 


With Prices) 





STORE 


v J more satisfactory at an amazingly low 
You'll find new modern equipment will take the drudgery out of 
Buy now and take advantage of our special July Sale prices. 








a Fy ad 3 
< ee oa 
Se — 
AAS a) 
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Clothes Baskets 


A strong oval 
shaped willow 
clothes basket with 
willow bottom. Well 
reinforced with 
sturdy stays. Will 
give years of ser- 
vice. A real value 
at this low price. 


NAME 











S-P-E-C-I-A-L! 


Tennis Balls 
$0.00 


(Brand Name) “Tennis 


noted for their long life and 


bounce. Official size and w 
Made with the utmost care 
solutely uniform—true in 


and perfectly centered. Seamless 
cover. A fast and accurate ball 


in play. 


Tennis Rackets 


High quality racket—Full 
frame of two pieces of se 
white ash reinforced throu 
the entire bow with str 
black walnut. Raw hide 
forcements on shoulders, 
handle—oriental gut string 


YOUR STORE NAME 


Balls 


eight. 
ab- 
shape 


oval 
lected 
ghout 
ip of 
rein- 
cedar 
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Evxvecutive News of 
C. hanges, Meet- Retailers 
ings, Current Jobbers and 
Events in the M 
Aad f h ; anufacturers 
of the 
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TAX SPORT GOODS, ARMS, AMMUNITION 
10% IN EMERGENCY REVENUE ACT 


Radio and Mechanical 


Refrigeration Take 5% 


Levy, Lubricating Oil 4 Cents Per Lb., Tires and 
Tubes Taxes Require Further Study 


by L. W. MOFFETT 


Washington Representative, Hardware Age 


Products commonly sold by retail hardware stores are due for 


taxes of $89,000,000 annually. T 
estimate. 


000 which the emergency revenue 


in an effort to balance the budget. 
At press time, it was expected to be signed by 


Aug. 1, 1934. 
President Hoover on June 6 and « 


his figure is based on Treasury 


They are a portion of the estimated total of $1,118,500,- 


act of 1932 is supposed to raise 
This measure is to expire 





become effective 15 days later, or 
June 21. 

The hardware items consid- 
ered, the tax levies applying and 
the estimated annual revenues 
follow: 


Lubricating oil, 4c. per 

pound $32,000,000 
Tires, 4c. per pound; 

tubes, 2%c. per 

pound . 33,000,000 





Radio sets, 5 per cent 5,000,000 
Sporting goods, 10 per 
cent 6,500,000 
Mechanical refrigera- 
tors, 5 per cent 6,000,000 
Firearms, shells and 
cartridges, 10 per 
cent 2,000,000 
Total $89,000,000 


These nuisance taxes constitute 
a group of many so-called man- 
ufacturers’ sales taxes and man- 
ifestly are discriminatory against 
the industries affected. This was 
conceded even by those voting 
for such taxes. Their only at- 
tempt at justification was the 
urgent need to raise revenue in 
order to meet the huge Treasury 
deficit. 

The taxes are to be paid to the 
Internal Revenue by the manu- 
facturers of the finished product, 
who of course will pass them on 
whenever that is possible. This 
means that in the end the great 
bulk of the taxes will be paid by 
the ultimate consumer. 

The tax of 4c. per pound on 
lubricating oil will be paid by 
the refiner. In turn he will in- 
clude it in his invoice to distrib- 











52 





utors or dealers to whom he 
sells, assuming, as in all other 
cases, that he will not have to 
absorb part or all of the tax in 
order to meet competition. 
Should the refiner’s sales price 
be, say, 20c. a gallon, the tax of 
4c. would bring the price up to 
24c. for the distributor or dealer 
and if the latter should sell the 
oil at 35c. and pass the tax on 


to the ultimate consumer the 
price would be 39c. 
The taxes on tires and tubes 


are something new. Being based 
on weight it will be necessary 
for the Bureau of the Internal 
Revenue and the rubber industry 
to work out regulations. Some 
plan will have to be devised to 
marking the weights on tires and 
tubes. The taxes exclude metal 
rims or bases. Where the tires 
and tubes are sold by the manu- 
facturer to a distributor or 
dealer, the tire and tube maker 
will pay the tax and then pass 
it on, till it reaches the final 
user, again assuming no absorp- 
tion of the taxes will be neces- 
sary. Where the tires and tubes 
go to automobile and truck man- 
ufacturers, the latter will pay the 
tax, since the tires and tubes 
are part of their finished product, 
the passenger car or truck. Ta- 
bles submitted by Senator Bulk- 
ley of Ohio show that taxes on 
$1.95 per passenger car tire and 
as much as 8.33 per cent of the 
dealer’s purchase price. An av- 
erage tax perhaps will be around 
60c. per tire. On inner casing, 
taxes will range from 8c. to 37c. 





each, probably average about 
20c. 

The radio tax of 5 per cent 
will rest with the manufacturer 
of the finished product, but 
where only parts are purchased 
the tax will be on the parts if 
going into final consumption, as 
in the case of repairs. Where 
the price of a part is very small 
it perhaps will be difficult to 
pass the tax on to the ultimate 
purchaser. It is likely in this case 
the one most often called upon 
to assume the tax will be the 
retailer. 

This same situation may well 
apply to small sporting goods 
items, shells and cartridges, all 


subject to a 10 per cent tax.} 


Firearms being a more costly 
product, the assumption is the 
manufacturer can pass the tax 
on to the distributor and dealer 
and finally to the ultimate pur- 
chaser, though this is not an as- 
sured fact. 

The Senate Committee on Fi- 
nance had originally eliminated 
the House levies on all of the 
foregoing items except lubricat- 
ing oil. But in its desperation 
it found it necessary to restore 
them. Either that or accept a 
general manufacturers’ sales tax 
and the majority of Congress 
balked on that, evidently fearing 
an ‘imaginary rather than a real 
bad political effect. 





W. A. SCOTT LEAVES 
McKINNEY MFG. CO. 

W. A. Scott has resigned from 
McKinney Mfg. Co., Pittsburgh, 
Pa. He was with the company 
for 13 years, during which time 
he held several positions, in- 





W. A. SCOTT 


cluding manager of the New 
York City office, and later man- 
ager of sales at Pittsburgh. 

Mr. Scott will take a vacation 
of several weeks at his camp at 
Presque Isle, P. O., Mich., be- 
fore deciding on his work for 
the future. 


WILL OPEN BUSINESS 


C. D. Buis, Doone, Iowa, has 
purchased the C. L. Crippen 
hardware stock at Traer, Iowa, 
and will open a store there. 


WESTINGHOUSE EMPLOYEE SALES CAMPAIGN DURING 
MAY PASSES MILLION MARK 


During the month of May all 
executives and employees of the 
Westinghouse Electric & Mfg. 
Co. were drafted to do special 
sales work. And they did to the 
tune of more than one million 
dollars, selling everything from 
a carton of lamps to a contract 
for completely equipping an 
apartment house with ranges and 
refrigerators. All merchandise 
was sold at full retail price and 
handled through the nearest re- 
tailer carrying Westinghouse 
merchandise. The plan was for 
every Westinghouse employee to 
go out and try to sell products 
of the company. The company 





has a total of 35,000 employees 
who cooperated in this great 
work. Their million dollars’ 
worth of sales must be reckoned 
entirely as extra business that 
came from extra effort. 


TO OPEN BUSINESS 


W. F. Jones and S. M. Fur- 
row, Fort Dodge, Iowa, have 
purchased property in Webster 
City, Iowa, where they will op- 
erate a hardware, coal, lumber 
and paint business under the 
name of the Webster City Lum- 
ber Co. 
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E. C. OLIVER RESIGNS 
FROM HUEY & PHILP 


Ed C. Oliver, for more than 
30 years associated with Huey & 
Philp Hardware Co., Dallas, 
Tex., wholesale distributor, re- 
cently resigned as sales man- 
ager. Mr. Oliver spent most of 
his time with the Huey & Philp 
organization as buyer, having be- 
come sales manager during the 
past year. He is well known in 
the Southwest territory and has 
served as secretary-treasurer and 
as chairman of the executive 
committee of the Texas Hard- 
ware Jobbers Association. 

Mr. Oliver has no immediate 
plans for the future and is plan- 
ning to take a rest of about 60 
days. His present address is 
1301-1302 Dallas Bank & Trust 
Bldg., Dallas, Tex. 





MASBACK CONTEST ON 
DISTRIBUTORS FUNCTION 


The Masback Hardware Co., 
Inc., 74 Warren Street, New York 
City, wholesale distributors, has 
announced a contest with prizes 
for articles on the subject, “How 
the Hardware Jobber Can Best 
Serve the Hardware Retailer.” 
Cash prizes totaling $100 are 
offered; first award being $25, 
second prize $15, and third 
award $10. For the next best 
ten answers awards of $5 each 
are to be given. 

Answers must be made by 
owners of retail hardware stores, 
members of their immediate fam- 
ilies or employees of retail hard. 
ware stores. The contest is open 
to all retail hardware people 
whether or not they buy from 
Masback Hardware Co., but not 
to anyone connected with the 
company nor members of their 
families. All answers will be- 
come property of the sponsor 
and must be in the hands of the 
contest manager, Masback Hard- 
ware Co., not later than June 30, 
1932. 

Judges are: Howard Albright, 
Albany, N. Y., director, New 
York State association; Edward 
Ferguson, New York City, di- 
rector, New York State associ- 
ation; Charles J. Heale, editor, 
Harpware Ace; A. Librett, New 
Rochelle, N. Y.; Saunders Nor- 
vell, president, Remington Arms 
Co., and Rivers Peterson, In- 
dianapolis, Ind., editor, Hardware 
Retailer. 





BALTIMORE RETAILERS 
HOLD LADIES’ NIGHT 


The Baltimore Retail Hard- 


ware Association’s May 18 meet- 
ing at Ortman’s Restaurant, Bal- 
timore, Md., was ladies’ night. 
Following the regular business 
We 


Glenn Pearce, secretary, 
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PASHA and Field Secretary 
Erich H. Edstrand entertained 
with moving pictures and display 
table demonstrations contrasting 
1910 and present day hardware 
stores. Harold Hirth, N.R.H.A., 
gave a talk on selling and ad- 
vertising methods. 

K. <A. Zollner, advertising 
manager, the American Wire 
Fabrics Corp., New York City, 
showed a talking moving picture 
on Gold Strand Wire, explain- 
ing its convenience to retailer and 
consumer. A delegation from 
Washington, D. C., attended the 
meeting. Dancing and _ enter- 
tainment followed. 





FIRM CHANGES NAME 


Ferd Wold and Wilmer Rosel, 
of St. Ansgar, Iowa, have be- 
come owners of the Wold Hard- 
ware Co. in that town. The 
firm will be known as Wold & 
Rosel, and will operate the St. 
Ansgar Tin Shop, conducted by 
Mr. Rosel. The store has been 
rearranged and improved. 





PAINT DISTRIBUTORS 
ZONE MEETING IN 
COLUMBUS 


Under auspices of the National 
Association of Paint Distributors, 
fourteen members of the asso- 
ciation recently held a zone 
meeting in Columbus, Ohio, at 
which time present day selling, 
credit, simplification and other 
important topics important to 
manufacturers and distributors of 
paint and varnish products were 
discussed. 

Harry C. Delscamp, Delscamp 
Glass & Paint Co., Dayton, Ohio, 
a director of the association was 
chairman of the meeting. 


BUYS HARDWARE STORE 


P. S. Jerdee, Dermonda, Wis., 
has purchased the Wahpeton 
Hardware Co. store, Wahpeton, 
N. D. from Charles Schultz. 


ALABASTINE SMOKER FOR 
MASTER PAINTERS 


Members of the Grand Rap- 
ids Chapter, Master Painters & 
Decorators Association, were 
guests at a smoker given by the 
Alabastine Co., Grand Rapids, 
Mich., last month. John C. Cor- 
coran, treasurer and general sales 
manager, Alabastine Co., out- 
lined briefly conditions in the 
industry prevailing throughout 
the country at the present time. 
A. M. Karel, sales manager, 
touched upon the possibilities of 
increasing work on the part of 
painters and decorators by fol- 
lowing methods applicable espe- 
cially to the present season. 











SURFACE SALESMEN’S 
HELP PROMOTION OF 
CHICAGO EXPOSITION 


GECORATE 
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The Save the Surface Sales- 
men’s Club of Chicago, Chicago, 
Ill., is helping in the promotion 
of The Century of Progress Ex- 
position to be held in that city 
in 1933. A survey has been made 
by the housing bureau of the ex- 
position of the number of avail- 
able rooms in private homes. 
Bureaus of information will be 
established along all the prin- 
cipal highways for the purpose 
of advising automobile visitors 
as to hotel, boarding and private 
house accommodations. 

The club is using the slogan. 
“Decorate Now for the Century 
of Progress and be prepared 
when the great day comes.” II- 
lustration shows one of the au- 
tomobile tire case advertisements 
of the slogan. Efforts are being 
made through a campaign io 
have owners of private homes 
decorate and paint before the ex- 
position, by pointing out that 
those homes making the best ap- 
pearance will have the greatest 
opportunity for rental of rooms. 

Recently the Chicago Wall 
Paper Association was host to 
the Save the Surface Salesmen’s 
Club, at a meeting conducted by 
N. D. Soderstrom, president of 
the Wall Paper group. 


SIGNAL ELECTRIC OFFERS 
AWARDS TO SALES FORCE 

The Signal Electric Mfg. Co., 
Menominee, Mich., is offering its 
twenty-three branch offices an 
opportunity to earn some extra 
money for selling efforts cn its 
model “B” electric fruit juice ex- 
tractor during the month of June. 
Three cash prices, totaling $50, 
have been posted, the first high 
to receive $25, second high, $15, 
and third high, $10. The contest 
is conducted on a point basis, 
with seven points for every ex- 
tractor sold and an extra ten 
points for every order from a new 
account. 

R. C. McNeely, sales manager, 
has announced that this is the 
first of a series of sales contests 
that will be held on various items 
during the coming year. 














BOOSTERS MEETING, AN 
INFORMAL DISCUSSION 


Thirty members and guests of 
the Hardware Boosters attended 
the May 21 meeting held at the 
Hardware Club, New York City. 
President Roy Schmidt, New 
York office, Stanley Works, pre- 
sided at the meeting, which was 
an informal discussion session. 

A message from H. R. Conner, 
Pike Mfg. Co., New York office, 
secretary of the Boosters, who is 
recovering from a recent appen- 
dicitis operation, was read by 
Mr. Schmidt. 


SARGENT & GREENLEAF 
ACQUIRES MARPROOF 


W. R. Hill, president, Sar- 
gent & Greenleaf, Inc., Roches- 
ter, N. Y., has announced that 
his company has acquired the as- 
sets, stock, tools, machinery and 
patents of Marproof Products, 
Inc., New York City. ‘“Mar- 
proof” and “VelveTread” prod- 
ucts, taken over, comprise a line 
of leg sockets for desks, tables 
and stands. These leg sockets 
and “Tap-Ons” are made adapta- 
ble for legs of either wood or 
metal, in varying standard sizes 
and forms. 


SELLS BUSINESS AFTER 
52 YEARS OF OPERATION 


Hans Rushfeldt, proprietor of 
the Rushfeldt Hardware store, 
Hawley, N. D., since 1880 has 
sold his business to W. A. Quirt. 
Mr. Rushfeldt is 83 years old. 


HARDWARE STORE FIRE 


The Golden Hardware Co., 
Tifton, Ga., was damaged by 
flames and water, when a fire 
swept through the third floor of 
the store building. 





HARDWARE STORE FIRE 


Stocks of the Tague Hardware 
Co. and the Wolverton Electric 
Co., Lawton, Okla., were badly 
damaged in a recent fire. Loss 
to building, stock and fixtures is 
partly covered by insurance. 





KIMPEL BUYS STORE 


William Kimpel, Bradley Ave- 
nue, Chagrin Falls, Ohio, has 
taken over the John Rufener 
hardware store in the Harris 
Block. Mr. Rufener will con- 
tinue his tin shop and furnace 
work in the rear building adjoin- 
ing the store. Mr. Kimpel had 
been connected with the Bing- 
ham Co., Cleveland, Ohio, for 
thirteen years, and during the 
past two years has traveled for 
the Canton Hardware Co., Can- 
ton, Ohio. 
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PASHA CONVENTION AND EXHIBITION TO BE _ IN 





BALTIMORE, FEB. 13-17, 1933 


W. Glenn Peaice, managing 
director, the Pennsylvania & At- 
lantic Seaboard Association, 
Wesley Building, Seventeenth 
and Arch Streets, Philadelphia, 
Pa., has announced that the 32nd 
annual convention and exhibition 
of the organization will be held 
in Baltimore, Md., Feb. 13, 14, 
15, 16, 17, 1933. Convention ses- 
sions will be at the Lord Balti- 
more Hotel, while the exhibition 
will be at the Fifth Regiment 
Armory. 


LORAIN GROUP MEETS 
IN ELYRIA, OHIO 


More than 90 members and 
guests of the Lorain County 
Hardware Dealers Association 
met recently in the Elyria 
Elks Club, Elyria, Ohio, for a 
sales conference and discussion. 
A. Needles, Bingham Co., Cleve- 
land, Ohio, wholesale hardware 
distributors, discussed modern 
trends of merchandising. Presi- 
dent Frank L. Wolcott, La 
Grange, Ohio, conducted the 
meeting. 


ENLARGES STORE 


The Vonnegut Hardware Co., 
Indianapolis, Ind., has taken 
over the storeroom at 118 East 
Washington Street, Indianapolis, 
to provide additional space for 
the display and sale of electric 
refrigerators, electric washers 
and gas ranges. 





ART, INDUSTRY ALLIANCE 
EXHIBIT, OPENS IN JUNE 


The National Alliance of Art 
& Industry, Inc., Art Center 
Building, 65 East  Fifty-sixth 
Street, New York City, will hold 
a national exhibit of objects of 
three dimensions at its head- 
quarters. The exhibit will open 
June 28 and continue through 
July, August and September. 
The objects of the alliance are 
to promote use of good design in 
industry and to encourage a bet- 
ter relation of beauty to utility in 
objects having daily use and to 
advance the development of 
American designers, etc. 

In conjunction with this sum- 
mer’s exhibit, the American 
Management Association is co- 
operating in a series of lecture 
conferences on the economic im- 
portance of redesigning, to be 
held at the Art Center on the 
evenings of June 28 and 29. 





MAHLER STORE BURNED 


Fire in Waseca, Minn., recent- 
ly damaged several business 
buildings, including the store of 
the Mahler Hardware Co. 
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| HARDWARE SQUARE CLUB 
HOLDS SHORE DINNER 


Hardware Square Club, No. 
675, New. York City, held its 
fourth annual shore dinner and 
entertainment, May 26, at the 
Marine and Field Club, Brook- 
lyn, N. Y. There were 102 mem- 
bers and guests at the dinner, 
which was planned by a com- 
mittee of which Ralph Allen, 
secretary of the club, was chair- 
man. President William H. 
Heinze welcomed the members 
and guests, while particularly 
good entertainment and music 
was furnished by George Kohl- 
meier. 


GRISWOLD-SOHL CO. TO 
BE LIQUIDATED 


The Griswold-Sohl Co., Colum- 
bus, Ohio, automotive supply and 
tool wholesale distributors, has 
entered a voluntary receivership. 
Curtis Sohl, president and gen- 
eral manager as receiver of the 
organization, will liquidate and 
dissolve the business. Mr. Sohl 
announces that arrangements 
have been made whereby the 
Griswold-Sohl Automotive Co., 
handling automobile supplies 
only, will take over the stock 
and continue the business in the 
same location, 79 North Front 











Street, Columbus, Ohio. 


The twenty-first annual meet- 
ing of the National Association 
of Sheet Metal Distributors, at 
the Bellevue-Stratford Hotel, 
Philadelphia, Pa., May 11 and 
12, was presided over by F. O. 
Schoedinger, Columbus, Ohio, 
president of the group. G.Sum- 
ner Wilson, Decatur & Hopkins 
Co., Boston, Mass., and president 
of the National Hardware Asso- 
ciation of the United States, re- 
viewed present conditions, and 
stated that we are looking to 
Washington for relief for the en- 
tire country and stressed the fact 
that the national budget should 
be balanced. He recognized the 
necessity for additional taxes, 
and urged the elimination of 
many governmental activities as 
a means of reducing expenses. 

Mr. Schoedinger drew a pic- 
ture of present conditions in in- 
dustry and reviewed the work of 
the Reconstruction Finance 
Corp. and emphasized the impor- 
tance of associations in industry. 
Other speakers were: George H. 
Charles, president, the National 
Association of Flat Rolled Steel 
Manufacturers, Cleveland, Ohio, 
who spoke on “How Can D’s- 
ributors Most Effectively Cooper- 








ate With the Mills?”; F. J. Mc- 





BUFFALO G. E. ELECTRIC 
REFRIGERATION SHOW 


Recently the Buffalo General 
Electric Co., Buffalo, N. Y., held 
an electric refrigeration show in 
its display rooms, under the aus- 
pices of the Buffalo Electric R2- 
frigeration Bureau and the Elec- 
trical League of the Niagara 
Frontier. Eleven different makes 
of electric refrigerators were on 
display, three dealer periods of 
four hours each being set aside 
each day of the exhibition. This 
enabled each distributor to turn 
his booth over to 18 different 
dealers during the week. 

George J. Reichert, chairman 
of the bureau and commercial 
manager of the western division, 
Niagara-Hudson Power Co., was 
in charge of the show. 





FIRMS MERGE AS J. C. 
PITMAN & SONS, INC. 


The A. & E. Pitman Mfg. Co., 
Inc., 711 Broad St., Lynn, Mass., 
and the firm of John C. & James 
F. Pitman, 25 Union Street, Bos- 
ton, Mass., have consolidated. 
The new firm is to be known as 
J. C. Pitman & Sons, Inc. All 
assets and liabilities of both 
firms have been taken over by 
the new corporation. Offices and 
salesroom will be at 25 Union 
Street, Boston, Mass., and the 
factory will be at 711 Broad St., 
Lynn, Mass. 





SHEET METAL GROUP ELECTS HOWE PRES. 


Neive, W. F. Potts Son & Co., 
Philadelphia, and chairman of 
the Distributors’ Sheet Steel 
Committee, made a talk on 
“What the Mills Can Do to '™- 
prove Conditions in the Distribu- 
tion of Black and Galvanized 
Sheets.” Dr. Frank Parker, pro- 
fessor of finance, University of 
Pennsylvania, and_ president, 
Philadelphia Federation of the 
Construction Industry, spoke on 
“What the Depression Has 
Taught Us.” Harry Arthur Hopf, 
H. A. Hopf & Co., management 
engineers, New York City, talked 
on “Obtaining Net Profits Under 
Present Conditions.’ 

George A. Fernley, secretary- 
treasurer of the association, re- 
viewed some interesting facts 
under the subject, “Some of the 
Problems of Distributors.” A. 
W. Howe, the J. M. & L. A. Os- 
born Co., Cleveland, Ohio, was 
elected president. W. H. Bowe, 
Herrick Co., Boston, Mass., was 
elected vice-president. 





STORE SUFFERS FIRE 


Fire of undetermined origin 
recently damaged the stock and 
store of D. L. Marshall, Oakland, 
Cal., hardware store. 











TRACY-WELLS CO. BUYS 
COLUMBUS MERCHANDISE 


Purchase by The Tracy-Wells 
Co., Columbus, Ohio, wholesale 
hardware distributors, of The 
Columbus Merchandise Co., Co- 
lumbus, Ohio, subject to the 
Ohio bulk sales law, has been 
announced by William P. Tracy, 
president, Tracy-Wells Co. The 
Tracy-Wells Co. was founded in 
1885, while the Columbus Mer- 
chandise Co. was organized in 
1887. Officers of the Columbus 
Merchandise Co., all of whom 
will become associated with the 
Tracy-Wells organization, are: 
President and treasurer, E. F. 
Southard; vice-president, Fred J. 
Clark, and secretary, Philip John- 
son. 

Most of the personnel, includ- 
ing 30 salesmen of the Colum- 
bus Merchandise Co., will be as- 
sociated with the Tracy-Wells 
Co., according to Mr. Tracy. 
Other officers of the Tracy-Wells 
Co. are: Vice-president, H. Shel- 
don Bradford; second vice-pres- 
ident, Robert C. Hager; secre- 
tary, H. H. Koch, and treasurer, 
I. L. Godfrey. The company 
will continue to operate the High 
Street store of the Columbus 
Merchandise Co. for the present. 





-CLINIC WILL FEATURE 
RETAILING SUCCESSES 


A retailers’ clinic, in which 
will be cited outstanding exam- 
ples of the successful use of ad- 
vertising by merchants in large 
and small communities, will be 
a feature of the twenty-eighth 
annual convention of the Adver- 
tising Federation of America, to 
be held at the Hotel Waldorf- 
Astoria, New York City, June 19 
to 23. Two half-day sessions of 
the convention will be given to 
the clinic on June 21. 

Speakers at the clinic sessions 
will include retailers and mer- 
chamts whose personal planning 
and sales activities developed the 
advertising cases to be discussed. 
Harry Tipper, New York City, 
distribution consultant and _ for- 
mer general sales manager, Gen- 
eral Motors Export Corp., is 
chairman of the committee. 





HENRY IS TREASURER 
FERRO ENAMEL CORP. 

James D. Henry has _ been 

elected treasurer of the Ferro 

Enamel Corp., Cleveland, Ohio. 





McCLELLAN, SIDEBOTTOM 
REPRESENT IVES CORP. 


The Ives Corp., 200 Fifth 
Avenue, New York City, has ap- 
pointed McClellan & Sidebottom 
as western representatives. Mc- 
Clellan & Sidebottom will main- 
tain a display of the Ives line at 
their showrooms, 717 Market 
Street, San Francisco, Cal. 
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THE ONLY SHOT THAT COUNTS IS THE 





SHOT THAT HITS 





COULD YOU SELL A ROLLS-ROYCE 


AT THE PRICE 


You’ve probably seen the announcements in the trade 
press of the new Model 32 Remington Over-and- 
Under two-barrel shotgun. By the time this letter is 
published, advertisements of the Model 32 will have 
appeared in consumer publications with a circulation 
of nearly four million and several times that many 
readers. Thousands of circulars describing the Model 
32 will have been mailed to inquiring sportsmen. 
How Would You Point a Ruler? gies aa ee 
lar to go as far as 
possible, you can 
sell the Model 32. 
It’s the gun that 
will put new life in 
the business this 
year. 

The reasons why 
you can sell the 
Mode! 32 are plain 
enough if you stop 
to think about 
them. Most shoot- 
ers in this country 
never saw an over- 





You’d sight along the narrow edge, of 
course. But with the ordinary double gun, 
you must aim along the flat side. The 
Remington Over-and-Under gives you the 
narrow line of sight—greater accuracy. 


REMINGTON ARMS COMPANY, 


OF A FORD? 


and-under shotgun. Shooters who do know about 
them have always thought they couldn’t buy one for 
less than $500 to $1500. Both of these classes of 
shooters are going to be more curious about the 
Model 32 than about any gun ever offered. They’ll 
be crazy to see it. It will attract more sportsmen to 
your store than any gun you ever displayed. And we 
all know that the more interested prospects you get, 
the more sales you can make. 

Of course, it’s up to the dealer to close the sale. 
But here again, you have talking points you never 
had before. This is a better shooting gun and a bet- 
ter handling gun than any you ever offered. It has 
many points of superiority over all existing guns. 
These are easy to see and easy to demonstrate. We 
have explained them all in a folder that we’ll mail to 
you on request. One side of this folder can be used 
as a window strip with a large picture of the gun. 
Better write for a supply today. 

And if you want to do some real business on 
shotguns this year, order 
the Model 32 from your Rf H 
jobber. Be the first to . - 
display it in your town. President 


Inc., BRIDGEPORT, CONNECTICUT 


Manufacturers of Arms, Ammunition and Cutlery—Originators of Kleanbore Ammunition 


© 1932 R. A. Co. 





The Greatest Value Ever Offered—The Remington Standard American 
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Dollar Pocket Knife 
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TWO NEW M. E. W. A. 
GROUPS ARE FORMED 


Formation of two new re- 
gional groups of jobbers affiliated 
with the Motor and Equipment 
Wholesalers Association has been 
announced. © They are the Vir- 
ginia-Carolina Jobbers Associa- 
tion and the Southeastern Auto- 
motive Jobbers Association. 

Plans have been formulated 
for establishing a group in the 
south central area, to be com- 
posed of wholesale distributors 
from western Tennessee, por- 
tions of Alabama, Louisiana, 
Mississippi and eastern Ar- 
kansas. 

At its meeting in Greensboro, 
N. C., the Virginia - Carolina 
group elected Tom Glasgow, 
president, Glasgow-Stewart Co., 
Charlotte, N. C., as president. 
Other officers elected were O. B. 
Barker, Barker-Jennings Hard- 
ware Co., Lynchburg, Va., vice- 
president, and W. P. Butt, 
Chesapeake Auto Supply Co., 
Norfolk, Va., secretary-treasurer. 

Wholesale distribution from 
Georgia, Florida, Alabama, the 
southern portion of South Caro- 
lina and the eastern part of 
Tennessee organized the South- 
eastern Automotive Jobbers’ As- 
sociation at their meeting in 
Jacksonville, Fla. A. S, Hatcher 
of A. S. Hatcher Co., Macon, 
Ga., was elected president. 
Other officers are: Carlyle 
Frazier, Genuine Parts Co., At- 
lanta, vice-president, and J. L. 
Stevens, General Auto Supply 
Co., secretary-treasurer. 

At both meetings much inter- 
est was manifested in the 
M. E. W. A. program for the 
jobbing industry, as embraced in 
the key-line distribution chart, 
the purchasing information ques- 
tionnaire, the merchandise ex- 
change service and the general 
adjustment work. Considerable 
discussion prevailed on the credit 
interchange, and committees were 
appointed to devise plans for 
presentation at a later meeting. 

E. T. Satchel, president of 
the national association, and Mr. 
Lawrie will attend the New York 
and New England regional 
meetings, while Mr. Ruark will 
be at the sessions of the Texas 
and southwest group associations. 





PART OF C-K-R PLANTS 
IN FRANKFORT, N.Y. 


E. H. Branning, president, 
The C-K-R Co., Cleveland, Ohio, 
hardware specialties manufac- 
turers, has announced that part 
of the plants of the company are 
being moved to Frankfort, N. Y., 
to effect a quicker and better 
service to the eastern trade. 
The F. E. Kohler and Swineford 
plants, both of Canton, Ohio, 
and the Cronk & Carrier plant 
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of Montour Falls, N. Y., will be 
in Frankfort, in a modern plant. 

The currycomb and corn plant- 
er division of the F. E. Kohler 
plant will be moved to the Rit- 
tenhouse plant at Akron, Ind., 
which plant will serve the cen- 
tral and western trade in all 
other items of C-K-R manufac- 
ture as well. Offices will con- 
tinue to be at 1227 Prospect Av- 
enue, Cleveland, Ohiv. 





A. C. LAMSON 40 YEARS 
IN HARDWARE BUSINESS 


Arthur C. Lamson, Arthur C. 
Lamson, Inc., Marlboro, Mass., 
hardware dealers, celebrated 
early this month his fortieth an- 
niversary in the hardware busi- 
ness, at which time a _ special 
anniversary sale was held by the 
store. Mr. Lamson, a past presi- 
dent of the National Retail 
Hardware Association and of the 
New England Hardware Dealers 
Association, is vice-president of 
the People’s National Bank, hav- 
ing held that office since 1917. 

Mr. Lamson, who has_ been 
active in the affairs of the local 
chamber of commerce, entered 
the hardware business in 1892, 
in partnership with C. C. Trow- 
bridge. Early in 1927 the Lam- 
son block was built the Lamson 
store being moved there at that 
time. 





MEMA MAKES CHANGES 
IN CREDIT DEPARTMENT 


Changes were made in the 
credit department of the Motor 
and Equipment Manufacturers 
Association whereby all matters 
pertaining to manufacturers’ 
credits will be centered in the 
association’s Detroit offices, 
while all matters having to do 
with wholesalers credits and with 
export distributors’ accounts will 
be concentrated in the New York 
office. 

A. H. Fagan has been named 
to the position of manager of 
wholesalers’ credits, and T. M. 
Simpson, recently appointed 
manager of the Detroit office, be- 
comes manager of manufactur- 
ers’ credits. John E. Merz was 
transferred to Detroit, where he 
will continue his work in con- 
nection with manufacturers’ 
credits. The Detroit offices will 
remain at the same address, First 
National Bank Building, al- 
though larger quarters have been 
taken in the building. 





SELL HOUD HARDWARE 
H. W. Houd, Houd Hardware 
Co., Litchfield, Minn., has sold 
his business to G. W. Stevenson, 
Jamestown, N. D., and J. W. 


Brenner of the same city. 


WICKWIRE SPENCER HAS LICENSE TO PRODUCE 
“PERFORMED” WIRE ROPE 








BIBLE, PRES. AMERICAN 
STEEL WAREHOUSE ASSN. 


Guy P. Bible, Horace T. Potts 
& Co., Inc., Philadelphia, Pa., 
was elected president of the 
American Steel Warehouse As- 
sociation at the 23rd annual con- 
vention of the association held 
May 17 and 18 in New York 
City. Presentation of a special 
report prepared for the associ- 
ation upon the distributive ser- 
vice rendered by steel ware- 
houses given. In addition the 
foreign steel, cold finished steel, 
hot rolled steel problems, etc., 
were thoroughly considered, ,and 
the work of the organization on 
these and other lines planned out 
for the coming year. 

C. C. Dodge, Geo. F. Blake, 
Inc., Worcester, Mass., was 
elected first vice-president, while 
Harold B. Bressler, Jos. T. Ry- 
erson & Son, Inc., Chicago, IIl., 
was elected second vice-presi- 
dent. B. R. Sackett, Philadel- 
phia, Pa., is secretary-treasurer 
of the association. 


BUYS HARDWARE STORE 


C. E. Deveney, York, Pa., in 
the hardware business in that 
city for the past 15 years, has 
purchased the stock and equip- 
ment of the W. C. Throne Hard- 
ware Co., Market Street and 
Pershing Avenue, York, Pa. The 
Throne Co. had been in busi- 
ness for 35 years will be liqui- 
dated. 

Mr. Deveney plans to carry on 
a wholesale and retail business 
featuring a full line of hardware. 





INSECT SCREEN CLOTH 
RECOMMENDATION 


The U. S. Department of Com- 
merce, Bureau of Standards, has 
issued simplified practice recom- 
mendation R122-31 on wire in- 
sect screen cloth. The booklet, 
which is available from the 
United States Government Print- 
ing Office, Washington, D. C., 
names the acceptors of the sim- 
plified practice recommendation, 
history of the project, results and 
other information regarding the 
recommendation. 


GIVEN MORE TERRITORY 
BY MASTER LOCK CO. 


The Master Lock Co., Mil- 
waukee, Wis., announces the 
awarding of additional territory 
to E. J. Foley, New England 
district manager, consisting of 
Philadelphia, the southern part 
of New Jersey and all of Mary- 
land and. Delaware. 
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The American Cable Co., New 
York City, has announced that 
the Wickwire Spencer Steel 
Corp., New York City, has re- 
cently been added to the list of 
wire rope manufacturers licensed 
to manufacture preformed wire 
rope under the American Cable 
Co.’s patents. 

Other companies in the United 
States licensed to make pre- 
formed wire rope are: American 
Steel & Wire Co., Chicago, IIl.; 
Bioderick & Bascom Co., St. 
Louis, Mo.; E. H. Edwards Co., 
San Francisco, Cal.; Hazard 
Wire Rope Co., Wilkes-Barre, 
Pas; Macwhyte Co., Kenosha, 
Wis.; Pacific Wire Rope Co., Los 
Angeles, Cal.; General Cable 
Corp., New York City, and the 
Wire Rope Mfg. and Equipment 
Co. 


NORTH JERSEY, JERSEY 
SHORE GROUPS DINE 


Members and guests of The 
North Jersey Hardware and Sup- 
ply Association and the Jersey 
Shore Hardware Dealers Associ- 
ation held a meeting and shore 
dinner at Cady’s, Morgan Sta- 
tion, N. J., May 19. More than 
60 members and guests attended 
the meeting, held as part of the 
group meetings of the PASHA. 
W. Glenn Pearce, secretary- 
treasurer, PASHA, discussed 
modern display and the work of 
the association, using motion 
pictures to illustrate his talk. 
He was assisted by Eric Edland, 
PASHA fieldman. 

President J. J. Leonard, of the 
North Jersey association, South 
River, N. J., was in charge of 
the meeting. 


PARKER WIRE GOODS CO. 
BUYS BULLOCK MFG. 


Howard W. Nester, vice-presi- 
dent, Parker Wire Goods Co., 
Worcester, Mass., has announced 
that his company has purchased 
the good will, stock and tools of 
the Bullock Mfg. Associates, 
Springfield, Mass., an old-estab- 
lished concern which has been 
supplying the trade with a line 
of saw sets, leather punches, 
pruning shears, soldering irons, 
etc. The Bullock organization 
has been moved to Worcester 
and consolidated with the Park- 
er Wire Goods Co. as the Bul- 
lock Mfg. Associates Division. 
The Parker company will con- 
tinue manufacture of the Bul- 
lock lines. 

H. E. Battey, former presi- 
dent of the Bullock company, 
has become associated with the 
Parker Wire Goods Co. in the 
sales department. 
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You Can’t Miss on 


GOODYEAR 
HOSE 


Any customer who comes in to buy a hose—any length, 
any price—can find his choice in the Goodyear line. 





Goodyear advertises that fact to all the hose-buying, lawn- 
making, garden-raising people of America. 
Here’s the line— 
GOODYEAR EMERALD CORD—‘¢he finest hose 
ever built. 
GOODYEAR WINGFOOT — extremely durable, 
withstands kinking and twisting. 
GOODYEAR GLIDE — strong, serviceable, black 
or red corrugated cover. 


GOODYEAR PATHFINDER — good lighter con- 
struction, especially suitable for low pressure; 
in black or red. . 
GOODYEAR ELM—/owest-price Goodyear quality 
hose. 
One question: HAVE YOU GOT THE GOODYEAR 
LINE FOR THEM TO CHOOSE FROM? Goodyear 
Hose is selling now; order now! 














TUNE IN: Goodyear invites you to hear the Revelers Quartet, Goodyear Concert-Dance Orchestra and 
a feature guest artist every Wednesday night, over N. B.C. Red Network, WEA F and Associated Stations 
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RICHARDS & CONOVER 75th ANNIVERSARY 


Recently Richards & Conover 
Hardware Co., Kansas City, Mo., 
and Oklahoma City, Okla., 
wholesale distributors, celebrated 
its 75th anniversary. The firm 





G. B. RICHARDS 


was. started at Leavenworth, 
Kan., in 1857. John F. Rich- 


ards founded the firm, operating 





W. B. RICHARDS 


under his own name. Following 
the Civil War, he was joined by 








John Conover, who became the 
firm’s first traveling salesman. 
The firm moved to Kansas City 
in 1875, assuming its present 
quarters in Kansas City in 1902 
and opened its Oklahoma City 
branch in 1906. Mr. Richards 
died in 1922, having been active 
head of the company until that 
time. 

Mr. Richards’ son, Walter B. 
Richards, is president of the 





J. E. WOODMANSEE 


firm, while another son, George 
B. Richards, is vice-president of 
the firm. Stewart Hastings 
Richards, son of the vice-presi- 
dent, is second vice-president. 
J. E. Woodmansee, treasurer and 
sales director of the firm, went 
with the company thirty years 
ayuv. M. E. O’Neil, manager of 
the Oklahoma City branch, has 
been with the organization since 


1894, 


CASHIN HAS FIRE 
Flames damaged a_ two-story 
warehouse in the rear of the 
hardware store of Frank C. 
Cashin, Dunellen, N. J. 





HARDWARE MEN TAKE PART IN N. TONAWANDA 
WINDOW DISPLAY CONTEST 


Recently the Better Business 
Association, North Tonawanda, 
N. Y., held a window trimming 
contest, in which the hardware 
dealers group of the organization 
participated. In addition to 
awards to merchants having the 
windows judged as being best in 
the opinion of the three judges, 
prizes were given to the public 
for the best letters on the sub- 
ject “The Window I Consider 
Best and Why.” W. Ivan Wilder, 
Wilder Harness Co., North Tona- 
wanda, was chairman of the win- 
dow trimming committee of the 
association. 

There were 87 entries in the 
window trimming contest and 
each merchant joining in it dis- 
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played an attractive window card 
with the association’s colors and 
membership identification. Each 
entrant paid $1 to defray the cost 
of the awards. Wilder Hardware 
Co. and Cramer Hardware Co. 
won prizes in their respective 
groups. 

The hardware dealers group of 


the association holds monthly 
meetings, under Mr. Wilder’s 
chairmanship, with each store 


responsible for the program. To 
date programs have been given 
on the manufacture of brushes, 
paints and lamps. Sales talks 
are also featured. Sessions in- 
clude dinner, with dealer or 
members paying $1 each, part 
of which is given to the group to 
defray expense of activities. 








HANZALIK HEADS FIRM 


George L. Hanzalik was elected 
president and general manager of 
the Adam Decker Hardware Co., 
347 Jackson Street, St. Paul, 
Minn., at the recent meeting of 
the board of directors. He joined 
the firm in 1919, and previous to 
his election as president of the 
firm he was manager of the 
builders’ hardware department. 





REMODEL SIEGEL STORE 


The Siegel Furniture and 
Hardware Store, Eveleth, Minn., 
is being remodeled, a new. store 
front being added to the adjoin- 
ing building, which will be used 
by the Siegel business upon 
completion of alterations. 





TOMPKINS HDW. MERGED 
WITH CRONK MFG. CO. 


The Tompkins Hardware Co. 
recently merged with the Cronk 
Mfg. Co., New Brunswick, N. J., 
millwork firm, and will be known 
in the future as the Tompkins 
Hardware Div. of the Cronk 
Mfg. Co. The new location of 
the organization is at Cleveland 
and Madison Avenue, Highland 
Park, New Brunswick, N. J., 
where a new shed, mill and office 
building has been erected. In 
connection with the office build- 
ing a hardware store and display 
room for millwork and builders’ 
hardware has been installed. 

The Tompkins Hardware Co. 
succeeded the Geo. S. Buckalew 
Co., established in 1866. 





OBITUARY 


GARRETT KUIPERS 


Garrett Kuipers, 42 years old, 
dropped dead in the offices of 
the Heck Supply Co., 6 Murray 
Street, New York City, on Friday 
morning, May 6. Death was due 
to a heart attack. For more than 
27 years Mr. Kuipers had been 
identified with the hardware and 
supply trade in the east and was 
very well known in trade circles. 
Recognized generally as a man of 
fine character and as very com- 
petent in his field, he had a host 
of warm friends who will be 
shocked at his sudden passing. 
For the past seven years Mr. 
Kuipers had been manager of the 
Heck Supply Co. Prior to that 
he was for many years with the 
former Francis T. Witte organ- 
ization. He was a very active 
member of the Hardware Square 
Club. 


HENRY HEBING 


Henry Hebing. 72, Rochester, 
N. Y., hardware dealer, died re- 
cently. Mr. Hebing entered the 
hardware business 50 years ago, 
with his father. Upon the death 
of his father Mr. Hebing con- 
tinued operation of the business, 
quitting business about two 
months ago because of his 
health. 


"NATHAN M. ALBERT 


Nathan M. Albert, 70, senior 
member, Albert Pros. Hardware 
Co., Westminster, Md., died re- 
cently. The firm was organized 
several years ago, Mr. Albert 
having previously been connected 
with the Westminster Hardware 
Co. for more than 30 years. His 
brother, Arthur G. Albert, with 
whom he was in business, sur- 
vives. 


Cc. H. GLATFELTER 


Curvin Hyson Glatfelter, 46, 
secretary, Fulton, Mehring & 








Hauser Co., York, Pa., died re- 
cently. He had been with the 
firm for 23 years, having been 
secretary for nine years 





HARRY R. DISBROW 
Harry R. Disbrow, 66, Allen- 


town, N. J., for more than 50 
years in the hardware business, 
died June 2. From 1899 to 1914 
he was a partner in Albert Nel- 
‘son Co., Allentown, N. J. In 1914 
the firm became H.-R. Disbrow 
& Son. In 1923 the business was 
reorganized as Disbrow Hard- 
ware Store. 


JOHN B. CONE 


John B. Cone, 75, Hartford, 
Conn., hardware dealer, died 
May 25 at his home in Wethers- 
field, Conn. He and his brother, 
the late Col. William E. Cone, 
were associated in the firm of 
J. H. & W. E. Cone, under which 
name the firm operated. 





. HENRY L. FERRIS 


Henry L. Ferris, 82, president 
and one of the three founders of 
Starline, Inc., Harvard, IIl., for- 
merly Hunt-Helm-Ferris & Co., 
Inc., died May 20, following a 
brief illness. Mr. Ferris, Nathan 
B. Helm and Charles E. Hunt 
founded the business in 1883 as 
a copartnership. 





FRED J. AHRENS 


Fred J. Ahrens, 47, secretary 
nd treasurer, Eberhard Mfg. Co., 
Cleveland, Ohio, with which he 
had been connected 33 years, died 
suddenly, recently. 





MITCHELL LIVINGSTONE 


Mitchell Livingstone, 79, for 
more than 30 years proprietor of 
a hardware store at Fifteenth 
Street and Susquehanna Avenue, 
Philadelphia, Pa., died recently. 
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When There’s a Building 
“Going Up” Near You— 


—put some of these light, all 
steel, NON-LEAKABLE hod 
carriers in your window. Many 
men suffer the discomforts of 
the old style simply because 
they do not know of the new. 
Here’s a good opportunity—the 
investment is small—the profit 
excellent. Write us today for 
prices. 


Never Drip Steel 
Mortar Hods 
These hods are 





is pressed from 

heavy-gauge steel. 

— only 11 
s. 


THE CLEVELAND WIRE SPRING CO. 
CLEVELAND, OHIO 






A Wave of Economy 
Is Selling STAR Heel Plates 
OOOOOOSO66006 


—most popular sellers 
for over 25 years. 


Star Heel Plates save 
the heels and _ outlast 
other brands, because 
made heavier and larger 
of best materials. 





Now made in 9 popular 
selling sizes from No. 000 
smallest—to No. 6 larg- 
est. Packed 4 gross 
pairs to each box. Also 
on cards (3 pairs as- 
Pet AR sorted), sizes 2-3-4. One 
PULL dozen. cards to bundle. 
) Good profit. 






Pe STAR" 
2% 


- & se" 
SUS \ 2 















Send for Samples and 


Trade-prices. 





These illustrations half-size GOOGOOOOGOOG6 











STAR HEEL PLATE CO. 


357-391 Wilson Ave. Newark, N. J. 














IT SELLS 


as well as it holds 


Renee recognize at sight the strength and 
usefulness of The Champion handy vise. Every 
work bench at homeshouldhave one. Every boy inter- 
ested in manual training needs one. Fastens to any- 
thing % inch to 2% inch. Weighs 2% pounds with 


aluminum jaws, 5 pounds with iron jaws. 


Practically sells itself. 
Ask for illustrated folder. 





The CHAMPION HARDWARE Co. 
GENEVA, OHIO 











NEW .... 


I5c. SELLER 


The New Forsberg 
“SUREGRIP” Whale 
Brand Screw Driver re- 
tails profitably at 15c. in 
the 3 in. size—20c. in the 
4 and 5 in. sizes. Other 
sizes up to 10% in. Only 
screw driver of this type 
with INSULATED Rub- 
ber Handle. Hex. guard 
prevents hand from 
slipping and touching 
blade when used on 
electrical work. 
Rubber handle 

is moulded un- 

der 75 tons 
pressure, 

















Blade forged from 
Special Alloy Steel. 
Blade is winged—cannot 
turn in handle. Types for 
Machinists, Cabinet Makers 

and Electricians. If your 
Jobber cannot supply you, write 
to us and mention his name. 


The FORSBERG MANUFACTURING CO. 


BRIDGEPORT, CONN. U. S.A. 


“Hack Saw Frame Specialists” 
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Why not let 
Duluth help you 
to make your 

business better— 
TODAY . 


Some folks figure that the 
stories we tell about helping 
hardware merchants to get 
more profit out of their busi- 
ness are just too good to be 
true. 

We don’t blame them in the 
face of present conditions but 
really we have the proof to 
back up these stories. 

It’s because we’ve helped so 
many that we feel we might 
help some more. 

Let us help you with your 
sales problems. 


Write for Catalog of Complete Line 


DULUTH 


STORE EQUIPMENT 
DULUTH SHOW CASE CO,DULUTH, MINN 

















Business Analysis Merchandising 
Store Planning Installation 
money 
® 
in 
toys ? 
Certainly. And not 
only at Christmas 
either. 


Read the stories of suc- 
cess in HARDWARE 
AGE. You’ll also find 
the manufacturers 
ready to help you suc- 
ceed. Read their ad- 
vertisements. 


HARDWARE 
AGE 
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The Hardware Age Course in Delivery Operation 


(Continued from page 31) 


must come out of a gross margin 
of from — per cent to — per 
cent of net sales, the importance 
of concentrating attention on the 
cost of truck operation becomes 
quite obvious. With the ex- 
ception of wages, delivery un- 
less properly controlled can 
easily exceed any or all other 
expenses of doing business such 
as taxes, rent, heat, advertising, 
sales expense, etc. The profit a 
business returns is contingent 
upon the control exercised in 
keeping down each of these ex- 
penses. After all charges comes 
profit, but if delivery, one of the 
charges, is carelessly supervised 
it can easily eat a large hole in 
the profit, thereby defeating the 
very purpose of its function. 
Cost of doing business, of 
course, varies between establish- 
ments, but let us assume for 
illustration that a certain retailer 
returning a profit of 6.3 per cent 
did so with a delivery expense 
of 9 per cent of the total expense 
of doing business. It is quite 
apparent that any great varia- 
tion in the delivery expense can 


play havoc with the 6.3 per cent 
profit. But it is equally appar- 
ent that delivery expense can be 
worked the other way. In fact, 
most promising opportunities 
for increasing profits are af- 
forded in this highly variable 
item of expense by eliminating 
losses in truck operation. 

Comparisons of percentage of 
delivery expense between differ- 
ent hardware concerns are not 
very helpful because of operat- 
ing variables such as size of 
business, make and size of 
truck, type of maintenance, 
traffic, condition of pavements, 
etc. As a matter of fact, deliv- 
ery expense between concerns 
ranges from 3 to 15 per cent. 
But what is more important is the 
ability of the retailer to de- 
termine his own par and know- 
ing it being able to do something 
about keeping it there or better- 
ing it. 

Profitable truck operation re- 
quires a knowledge of the fol- 
lowing phases of operation, 
which will be discussed briefly 
in the order named. 


First installment of the Hardware Age Course in Delivery 


Operation will appear in the July 21st issue. 


Watch for it. 





Pneumatic Tube Cash System Proved Practical 
in Scarsdale Store 


The installation of a_ pneu- 
matic tube cash system in the 
hardware store formerly oper- 
ated by the Scarsdale Supply 
Co., Scarsdale, N. Y., now a 
branch store of the Charles N. 
Mead Co., proved a genuine as- 
set. The tubes serve one cen- 
trally located cashier from sev- 
eral stations on both the first and 
second floors. All mechanical 
equipment required for the sys- 
tem is located in the basement 
and requires scarcely any atten- 
tion. Many steps are saved for 


the sales force and transactions 
are handled more systematically 
and with greater rapidity. The 
complete pneumatic system, 
which is quite extensive, required 
an expenditure of about $900. 
The store was well pleased with 
the investment. The store build- 
ing is approximately 71 feet 
wide by 112 deep, which will 
enable the reader to visualize 
the floor space served, and to es- 
timate the cost of a similar tube 
system for his own store. 
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Convention Calendar 


AMERICAN ASSOCIATION OF MasTeR LocKsMITHS FIFTH 
ANNUAL ConveENTION, Hotel Royal York, Toronto, Canada, 
August 8, 9, 1932. Walter S. Orrell, Grand Lodge secre- 
tary, 206 Pearl St., New York City. 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIATION 
ConvENTION, Hotel Marlborough-Blenheim, Atlantic City, 
N. J., Oct. 17, 18, 19, 20, 1932. Charles F. Rockwell, sec- 
retary-treasurer, 342 Madison Ave, New York City. 


HarpDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Columbia, S. C., June 7, 8, 9, 1932. Headquarters, Jeffer- 
son Hotel. Arthur R. Craig, secretary, 804-806 Commer- 
cial Bank Bldg., Charlotte, N. C. 


Iowa Retatt HARDWARE ASSOCIATION 35TH JUBILEE 
CONVENTION AND HARDWARE SHow, Des Moines, Feb. 14, 
15, 16, 17, 1933. Merchandise exhibit will be held in the 
Coliseum and all sessions in the Venetian Ballroom of 
the Hotel Savery. Philip R. Jacobson, secretary, Mason 
City. 

MicuHicaNn RetatL HARDWARE ASSOCIATION CONVENTION, 
Grand Rapids, Feb. 14, 15, 16, 17, 1933. Harold W. 
Bervig, secretary, 1112 Capital Bank Tower, Lansing, 
Mich. 


FIFTY-FIFTH CONVENTION AND EXHIBITION NATIONAL 
Evectric Licut Association, Atlantic City Auditorium 
and Convention Hall, Atlantic City, N. J., June 5 to 10, 
1932. A. Jackson Marshall, secretary, 420 Lexington Ave., 
New York City. 


NaTIONAL House FurNISHING MANUFACTURERS ASSOCIA- 
TION, sixth annual exhibit, Stevens Hotel, Chicago, IIl., 
Jan. 8 to 14, 1933. Warren Edwards, secretary, 228 N. 


La Salle St., Chicago, III. 


NATIONAL HARDWARE ASSOCIATION CONVENTION, Hotel 
Marlborough-Blenheim, Atlantic City, N. J., Oct. 17, 18, 
19, 20, 1932. George A. Fernley, secretary-treasurer, 505 


Arch St., Philadelphia, Pa. 


NaTIONAL Reta HarDWARE ASSOCIATION CONGRESS, 
West Baden Springs Hotel, West Baden Springs, Ind., 
June 13, 14, 15, 16, 1932. H. P. Sheets, managing director, 
915-935 Meyer-Kiser Bank Bldg., Indianapolis, Ind. 


Ives “O” Gauge 
Train Outfit 


With locomotive 
fahioned after the 
latest electric types 
used on prominent 
railroads. Measures 
121% in. long, has 
four driving wheels e 
with realistic piston action and four-wheel pilot trucks on 
front and rear. Locomotive is reversible and has front and 
rear headlights. Outfit includes three fourteen in. illuminated 
cars—mail and baggage car with four sliding doors, Pullman 
and observation car with platform trimmed in brass. Cars 
have removable tops and two six-wheel trucks. The Ives 
Corp., 200 Fifth Ave., New York City, states that they are 
the only cars manufactured for “O” gage equipment. with 
twelve wheels. Finished in attractive enameled colors. List 


price $17.50. 
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wOo0D TIRE 
SCREWS 


AMERICAN SCREW CO 
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AsouT this time most of us are be- 
ginning to swelter in the summer heat 
and are thinking about taking a vacation. 


It is a good thing American Screws are 
not human; they haven’t had a “‘vaca- 
tion” since the company began operating 
in 1838. They do their job of holding 
wooden construction together in the 
tropics and in freezing climates all the 
year round. 


You'll save yourself time and patience 
by using American Screws. Their 
sharp gimlet points and true running 
threads will make your work 
easier, quicker and more solid. 


Your customers can do any job 


s OLY « ° ° ’ 
3 4 &° better with American Screws 
% # 


Ys == ¢ 


STOVE 


BOLTS BOLTS 


PROVIDENCE,R.1I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH SL.CHICAGO.ILL. 


MACHINE 
SCREWS 








MERICAN SCREWS 
DON'T 


Take A Vacation / 


Put lt Together With Screws 
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Serve Them All from 
One Low Inventory 


There is an answer to that in- 
ventory problem of yours. 

The Vichek low inventory plan 
consolidates price and quality 
items into one low, fast turning 
inventory that meets all market 
demands. 

Every tool, whether a quality or 
price item, fairly shouts VALUE 
to the purchaser. You’re in the 
profit picture to stay with the 
Vichek line. 


The VLCHEK TOOL Co. 
3006 East 87th Street, Cleveland, Ohio 


Wrenches, Screw Drivers, Hammers, 
Chisels, Pliers 























How Mort Company Meets Paint Competition 


(Continued from page 35) 


How did the Mort Hardware 
and Supply Company set out to 
meet this competition? In the 
first place they standardized 
their stock of first grade paints 
on a single brand which offered 
a complete line of paints, var- 
nishes and specialties. The line 
was well known and advertised 
both nationally and locally and 
it was not being sold by the other 
stores in the neighborhood. This 
is the paint line which occupies 
space on the main floor and is 
sold to the average customer 
who comes in. 

“There are many advantages 
in picking a good paint line and 
specializing in it,” said David 
Baldinger, manager of the store. 
“We are able to carry a com- 
plete stock of thirty shades of 
ready mixed paint, twelve 
shades of flat wall paint and 
other lines in sufficient variety 
to meet every requirement of a 
customer without having dupli- 
cate stocks of several different 
brands. In this way we reduce 
our investment in stock and make 
a better turnover. This spring 
we should turn our paint stock 
two or three times. 


Appearance of Stock 


“Our paint stock makes a bet- 
ter appearance than it would if 
we had our shelves filled with 
odds and ends of several differ- 
ent brands. We can save time 
in waiting on customers be- 
cause we don’t have to help 
them decide between one brand 
and another. Then, I think, we 
get better cooperation from the 
manufacturer in the way of ad- 
vertising and demonstrations 
than we would if we split our 
purchases among several differ- 
ent lines. When we opened our 
store the manufacturers sent a 
lady demonstrator for a week to 


hold demonstrations of enamels 
for home painting and decora- 
tion. This kind of a demonstra- 
tion always attracts the women 
and helps not only our paint 
business but our house furnish- 
ings and other lines as well. We 
specialize on the high grade line 
and most of our trade wants to 
buy the best materials. 


A Lower Priced Line 


““However, to meet the chain 
store and department store com- 
petition which is rather keen in 
this vicinity, we felt that we 
needed a lower priced line. So 
we secured a line of paints, var- 
nishes and enamels which can be 
sold at prices as low or lower 
than any of the cheap lines that 
are sold around here. We have 
paint that sells as low as 89 cents 
a gallon. Naturally we don’t 
recommend this paint for high 
grade work but we have it to sell 
if a customer demands it. When 
we want to run a special sale or 
advertise bargains in paint we 
can do so without cutting prices 
on our quality line. 

“There’s one thing about our 
plan of merchandising our low 
priced line that is different from 
most hardware stores. We do 
not carry our stock of cheap 
paints in the same department 
with the high grade line. The 
quality line is on the main floor 
where everyone can see it and 
the lower priced goods are lo- 
cated in the basement where we 
carry a large stock of house 
furnishings. Therefore, for our 
regular trade we are able to sell - 
the first grade goods which we 
know will give the best results 
and bring repeat business. When 
we find a customer who has to be 
sold on price we send him to the 
bargain basement and he gets the 
goods at the price he wants. 
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“In this way we are able to 
maintain prices on our quality 
line and not sacrifice our profit. 
When we explain the advantages 
of using good paints and that 
they are more economical in the 
long run, we find that most peo- 
ple are willing to pay the differ- 
ence in price, which on the aver- 
age painting job is comparatively 
small. 

“If we had our quality line 
and our cheap line side by side 
on the shelves it might be too 
easy for the salesman to sell the 
customer the lower priced goods 
in preference to the better. Or, 
if we did not have a lower priced 
line to offer, doubtless many 
customers would walk out with- 
out buying. So we aim to give 
people what they want and 
price range from 89 cents to 
$3.50 a gallon on house paint 
meets every requirement. When 
we want to run a special sale or 
feature leaders we usually select 
goods from our low priced line. 
We also find that many people 
who are attracted by these lead- 
ers end by purchasing the qual- 
ity goods.” 


Advertising 


The Mort Hardware and Sup- 
ply. Company uses advertising 
regularly in the Philadelphia 
papers, the larger amount of 
space being run in the evening 
and Sunday papers. A mailing 
list of home owners in the vi- 
cinity of the store is being com- 
piled. The store is in a neigh- 
borhood where most people own 
their own homes and are inter- 
ested in fixing up things about 
the house. This list is used for 
circularizing on paints, house 
furnishings, garden tools, seeds 
and other lines. The form of 
direct mail that is least expensive 
and proves quite effective, is 
the postal card. They use simply 
a government postal card mimeo- 
graphed with a descriptive list 
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of leaders or specials from the 
paints, house furnishings or 
hardware stocks. 

The store does not employ 
canvassers on these lines because 
the management feels that it is 
more important to attract people 
into the store by advertising, 
good window displays and the 
general attractive appearance of 
the store. The store is especially 
well located in a busy shopping 
section and is drawing its share 
of trade in spite of the compe- 
tition. In fact competition has 
really proved an advantage be- 
cause the chain stores and de- 
partment store have created an 
important trading center which 
draws people from miles around. 

The Mort store specializes on 





na 


> <a 
Ton” 


™ 


NN 


Pail 






“Your RADIO BROADCASTS 


INCREASED 


OUR SALES,’ y says F. J. Drakeman 








the paint trade of the home | 


owner. 
vicinity is at a standstill this 
season. There are, however, 


many homes which were built 
three or four years ago and now 
need painting. Most of the own- 
ers of these homes do their own 
painting or at least a part of it. 
They buy their materials from 
the neighborhood store rather 
than through the contracting 
painter. This is the type of busi- 
ness that the Mort Hardware and 
Supply Company is going after 
and getting this spring. 





Store Meetings 
(Continued from page 45) 


sold myself to a certain good 
looking bookkeeper,” he said 
teasingly. “So far, I haven’t 
‘thrown in’ a thing with the sale. 
However, this seems a good time 
for an exception,” and he drew 
a small but neat diamond ring 
from his pocket. 

“Oh Van, it’s beautiful,” said 
May happily, as he placed the 
ring on her finger. “Any how,” 
she added softly, “you never 
could suggest this as an extra 
sale.” 


New construction in the | 














ERE is proof to show you how 

hardware dealers are profiting 
by selling Ever Green, the all-pur- 
pose insecticide. Read what F. J. 
Drakeman has to say about his 
profits from Ever Green national 
advertising. 





HERE are hundreds of other letters 
just like this which we received last 
year. And this year Ever Green advertising 
has been increased. In the Saturday Even- 
ing Post, Better Homes and Gardens and 
20 other leading publications, 30,271,043 
printed messagesaretelling your customers 
they can order Ever Green from their 
hardware dealer. Ever Green is also being 
advertised over leading radio stations. 
Now is the time to cash in on this powerful 
Ever Green advertising campaign. 
Order from your jobber or mail the 
coupon below and start to increase your 
own garden department sales. 


EVER GREEN PRICES 


1 oz. (35c seller) 2 doz. to case..... $5.40 
6 oz. ($1.00 seller) One doz. to case 8.00 


1 = containers ($2.00 seller) 
COMOROS. AD GCRERS 6 ccc cccccccccece 


EVERGREEN 


KILLS ANTS AND GARDEN INSECTS 


16.00 





McLaughlin Gormley King Co., Minneapolis 


Please send me C.O.D. the order I have 
requested below: l 


MUNNND 220s stuyetcuntectrassvaktstosseerches | 
Ps okna bnsdsenessvisisincnemaaudaae 
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Whats New 





for Retail 


New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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Hardware Stores 


LeMay Forced 
Feed Faucet 


For extracting 
heavy compounds. 
Adapted for use on 
drums equipped 
with standard 114-in. pipe openings. Crank driven worm pro- 
vides smooth, even flow and keeps the material mixed to 
proper consistency, says the Key Boiler Equipment Co., East 
St. Louis, Il]. List price, $5 each. Dealer cost, $3.50 each in 
lots of 12. 
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Diamalloy Featherweight 
Adjustable Wrenches 


Made of newly devel- 
oped alloy steel, Dia- 
mond Calk Horseshoe 
Co., Duluth, Minn., 
states they are very 
strong, extra thin and 
of lighter weight than usual. The maker recommends them 
to airplane and automobile mechanics for use in places not 
ordinarily accessible. Offered in three full polished and three 
chromium plated models, 6, 8 and 10 in. sizes. Full polished 
and buffed, sealed in cellophane envelopes, packed in attrac- 
tive individual cartons. 





Flanders Electric Ironing Machines 


Are light weight flat plate ironers with cast aluminum base, 
enameled in two-tone buff, with chromium plated fittings. 





Ironing board measures 10 by 26 inches and is of cast 
aluminum, with special padding and washable cloth cover- 
ing. Permo Products Corp., 4311 Ravenswood Ave., Chicago, 
Ill., states that one motion presses and irons. Features in- 


64 


clude: One hand operation, adjustable thermostatic heat con- 
trol, self-compensating ironing board, all contacts working on 
rollers. Portable model lists at $49.50, while the table lists 
at $20 extra. Full size standard height kitchen table, built of 
steel, enameled to match ironing unit, operates like a type- 
writer desk. Discount, 35 per cent to 40 per cent, according 
to quantity. 


Hammond Products Have New Containers 


For Hammond’s Slug Shot and Hammond’s Grape and 
Rose Dust. Both new and old containers are illustrated. 
Lithographed modern labeled fiber containers have tin top 
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and bottoms. For Hammond’s Slug Shot an attractively lith- 
ographed five-color display stand is.offered for showing one 
one-pound container. Hammond’s Paint & Slug Shot Works, 
Beacon, N. Y. 





Evansville Tool 
Wrench Displays 


Open lid of original 
container, of both dis- 
plays, is a display card. 
Wrench holders make 
handy carriers. Set of 
six 12 point sturdy, 
light weight box-end § 
wrenches, of chrome 
vanadium steel includes ones to fit all 
common sizes of nuts and bolts. Tap- 
pet wrench set has metal holder for 
keeping single wrenches in place on 
work bench or in tool box. Nail hole 
permits hanging entire set. No. 8 set 
includes all new sizes to fit new model cars and light trucks. 
Lids of boxes printed in white and black on bright orange. 
Evansville Tool Works, Evansville, Ind. 
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«Ope END 
of an Eclipse that lasted 


HUNDREDS of YEARS 
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NO longer need you tolerate 
that greenish cast which is charac- 
teristic of ordinary window glass. 


For centuries, scientists realized that the greenish cast in 
glass for windows impeded the transmission of sunlight. 
Now, after hundreds of quam a unsuccessful attempts to 
remove this very objectionable color comes Lustraglass— 
practically free from green—the whitest of all glass made 
for windows. It transmits more daylight and a substantial 
amount of the shorter (more valuable) ultra-violet rays of 
sunlight, yet, with all its many extra advantages, it costs no 
more than ordinary window glass. Naturally, Lustraglass has 
the preference of architects and builders everywhere. If 
higher quality, more brilliant lustre, and increased trans- 
parency are important factors to be considered . io they 
can be had at no extra cost... Then there can be no reason 
for writing anything less than Lustraglass into a specifica- 
tion ... You will be interested in our booklet A-430... it’s 
yours for the asking. Write today for your copy. 


AMERICAN WINDOW GLASS COMPANY 
FARMERS BANK BUILDING PITTSBURGH, PENNA. 


Also makers of Lustrawhite Picture Glass, Armor-Lite Safety and 
Bullet-Proof Glass, Tintaglass, Photographic Dry Plate Glass, 6” 
and 742” Crystal Sheet Glass, Ground, Chipped, Bulb Edge Glass. 


USTRAGLASS 


the u/fra violer ray window Jos 
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A LATCH 
THAT'S A 
LOT FOR 
THE MONEY 





Exposed face of 

the cylinder is 

depressed in the 
ring. 


This latch has strike and case in finely 
japanned wrought steel. 


The five-pin-tumbler-cylinder is fur- 
nished with three embossed bow, milled, 


nickel silver keys. 


This latch, in every detail, is finished just 
as handsomely as any night latch on the 


market. 


The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks Machine Screws 




















EAGLE LOCK CO. 


. CNCTA. ale 3 
26 Warren Street New York, 
Branch Offices: 

521 Commerce St. —177-I79N.FranklinSt = 14 Bedfprd St, 


Philadelphia, Pa. Chicago, Ill. Boston, Mass. 
Works at Terryville, Conn. 
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Hargrave “V-Flat” Point Star 
Drill for Power Hammer 


Cuts faster and shows less wear because construction of 
point distributes cutting action more uniformly over surface 
being drilled, says The Cincinnati Tool Co., Norwood, Cin- 
cinnati, Ohio. Easily sharpened with a file or on a wheel. 


Trip hammer forged from special analysis steel, properly 
tempered, individually tested for hardness and toughness. 
Sizes, drill inches, from 14 to 2% in., in 5, 8, 12, 18 and 24-in. 
lengths. List prices vary from 65c. each to $16 each. 








Nesco Electric 
Casserole No. B-45 


Has sides paneled in long, 
triangular panels, with plain 
cover, both in chromium plat- 
ing. Removable cooking inset, 
bowl and rim porcelain enam- 
eled. Bakelite side handles. 
Heating element around sides 
to prevent foods from burning 
on the bottom. Sides insu- 
lated with %4-in. blanket of 
mineral wool—bottom 114-in. insulation. Three plugs pro- 
vide by combination of two right or left sides a high or low 
heat current, high heat, 425 watts, low 130 watts. Voltage 
110-120. Self seal between cover and inset is provided by 
channel in the latter into which sets cover rim. As steam 
condenses on the cover, it flows into the channel and effect- 
ively seals, thus retaining true food flavors, says National 
Enameling & Stamping Co., Inc., 270 N. 12th St., Milwaukee, 
Wis. Packed in individual cartons, 6 to a package. Suggested 
retail selling price, $7.85 in central and eastern States; $8.50 


west of Denver. 








Kolster Offers Six New Radio Models 


Model K-110 is an 8-tube midget superheterodyne receiver, 
listing at $59.75 with Radiotron tubes. Model K-120 is an 
8-tube console superheterodyne listing at $74.75 with Radio- 
trons, while K-130, list $99.75 with Radiotrons, is a 9 tube 
superheterodyne set. No. K-140, list $144.75 with Radiotrons, 
is a 10-tube superheterodyne receiver with two re-creating 
dynamic speakers. Kolster international type short wave con- 
verter, list $42.75, has a range from 1500 to 13,000 kilocycles, 
covered by five separate coils in rotating coil design. Kolster 
Radio, Inc., 360 Thomas St., Newark, N. J., also offers an 
8-tube air cell battery receiver, listing at $99.75, with tubes. 





Two New Model G. E. 
Washing Machines 


Model N, with Activator, listing 
at $99.50, and Model X, list $69.50. 
Model N has pump for emptying 
tub, stream line designed wringer 
with oversize black and white rolls, 
and instant pressure safety release 
lever. When released, top roll is 
held by sub-top construction. De- 
vice reset by closing top frame and 
locking it again with safety lever. 
Wringer pressure is adjustable. 
Other features: Permanent lubrica- 
tion at factory, free rolling casters, rubber flange on rim of 
tub to help retain water temperature and prevent lid noises 
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and an all-rubber cord. Mottled blue, with vitreous enamel 
porcelain finish; legs and base of sheet steel finished in blue 
lacquer. Weight, 187 lb. Eight-pound size. Tub, 22 in. di- 
ameter, 1444 in. deep. Cover of highly polished aluminum. 
Model X, 6-lb. size. Tub, 2134 in. diameter, 121% in. deep. 
Color, horizon blue, vitreous enamel porcelain finish with 
sheet metal skirt finished in blue lacquer. Agitator has con- 
trol at base of tub. Wringer has 17%-in. rolls, instant pres- 
sure safety release lever, permanent lubrication at plant, free 
rolling casters, rubber flange and all-rubber cord. Both mod- 
els have G. E. 14-h.p. motor, 110 volt D.C. or A.C., 60 cycles, 
as specified. Merchandise department, General Electric Co., 
Bridgeport, Conn. 





Village Blacksmith Serrated Grass 
Hook, Trimsnip Hedge Shears 


Thirty-five tempered steel teeth increase cutting capacity 
of the No. 30 ser- ? 
rated grass hook. 
Teeth provide surer 
slicing action, like 
uneven surface of 
binder sickle, _re- 
ducing __ possibility 
of sliding over top of tough grass without cutting, says Village 
Blacksmith Folks, 
Watertown, Wis. 
Forged from tem- 
pered cutlery steel, 
attractively finished, 
fitted with varnished 
maple handle, shaped 
to fit hand. Said to 
be. easily sharpened. 
Packed in shipping box of 12, weight 10 lb. List price, 50c. 
Trimsnip hedge shears No. ST08, list $2.75, have 8-blade cut, 
weight approximately 21% lb. Steel members extended to reach 
full length and width of wooden handles. Has the following 
advantages, says the manufacturer: Increased handle strength, 
lighter weight, smoother cut, improved offset, better balance 
and greater ease of operation. Maple handles rivet through 
full tang, with 3% in. brass rivets. Also available in 6- and 9- 








in. cuts. 





Westinghouse ~*" a 
Offers 
Three New 
Washers 


Model LS, ca- 
pable of. washing 
55 lb. of clothes 
per hour, has con- 
trol lever placed 
within convenient 
reach; an adjust- 
able, rustproofed 
and selected auto 
body steel drain- 
board; and a 
safety release on 
dryer and wring- 
er. Finished in 
beige and green. Model LD equipped with new type wringer 
and water discharge pump. Finished in beige and green. 
Model MK will wash a pound of clothes a minute. Has water 
discharge pump. Westinghouse Electric & Mfg. Co., East 
Pittsburgh, Pa. 
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A NEW WAY to move your holdover stock of shells 

















Get your customers interested in SKEET Skeet shooting at Joy Ranch on the shore of 
Lake St. Clair, near Detroit, Mich. 


—the fastest-growing sport in America 


VERY DAY, new fans are taking up this popular sport—Skeet. No 
shooting game ever devised offers those who like to shoot more fun— 
or better practice for field shooting. 

In your town, there are many shooters—young and old—who would 
like to try Skeet. Why not tell them about it? Get them interested. 
An active Skeet club in your community will bring you new customers— 
~—_ move your holdover stock of shells—build your profits. 

The du Pont Company will gladly supply you or your customers with 2 ; . , 
full details about ct, wow to nike = dank field, how to organize E. I. DU PONT DE NEMOURS & CO., INC. 
aclub. Write for information. Sporting Powder Division, Wilmington, Del. 


REG. U.S. PAT. OFF. 





SASH CHAIN 


ack Chain Wood Screws U.S.S. Nuts 
lumbers’ Chain Drive Screws S.A.E. Castellated Nuts 
Register Chain Coach Screws S.A.E. Plain Nuts 
Safety Chain Machine Screws Tire Bolts 
Furnace Chain Set Screws Sink Bolts 
Ladder Chain Cap Screws Machine Screw Nuts 
Sash Chain Thumb Screws Stove and Tire Bolt Nuts 
Special Auto. Screw Escutcheon Pins 
Machine Products Speedometers 
Stove Bolts Tadusnietere 


THE CORBIN SCREW CORPORATION 
THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 
New Britain, Conn. 


Warehouses: 


New York Chicago 


Philadelphia 
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Tornado Model 4 
Portable 


Electric Blower 





For blowing dust and 
dirt from motors and ma- 
chinery, vacuum shelves, 
stockbins, etc., and spray- 
ing liquid insecticides and disinfectants. Heavy duty blower 
with 14-hp. G.E. motor. Operates from light socket. Suction 
attachments include shoulder strap, hose connection, 4 ft. flex- 
ible strap, fibre nozzle, soft hair brush, 5-in. aluminum nozzle, 
dust-proof bag. List, $35. Standard suction attachments, $10 
list. Spray tank for insecticides, list $5. Breuer Electric Mfg. 
Co., 844 Blackhawk St., Chicago, II. 









Ray-O-Vac Flashlight 
Battery Dispenser 


Stocks, tests and dispenses flashlight bat- 
teries, requiring but 544 x 3 inches. Stands 
12 inches high and holds 36 No. 2 cells. 
Metal sides insulated. Tester is placed in 
front and customer is urged to test batteries 
himself. Available, without cost, together 
with other display material to Ray-O-Vac 
dealers. French Battery Co., Madison, Wis. 





True Temper Kelly 
Quality Scythes 
Packed six in burlap bundle, with cutting edges protected. 
Bush assortment, 18 to 22 inches, 30 lb., per dozen; weed 
assortment, 24 to 28 inches, 30 lb. per dozen; grain assort- 
ment, 48 inches, 48 lb. per dozen; regular heel grass assort- 
ment, 28 to 32 inches, 28 lb. per dozen; wide heel grass 





assortment, 28 to 32 inches, 28 lb. per dozen, and New En.-, 


gland grass assortment, 34 to 36 inches, 25 lb. per dozen. 
The American Fork & Hoe Co., Cleveland, Ohio, states that 
they are thin, stiff, strong, tough and easy to resharpen. 
Forged with back and cutting edge welded between layers 
of steel of special formula. The maker states that cutting 
steel is made from a new, special formula for toughness, etc., 
No. 1 finish, painted green with polished point and cutting 
edge. 





“Pony” Veneer 
Press Frames 


Designed to make 
available a convenient, 
inexpensive, semi-port- 
able veneer press, 
where work contem- 
plated does not war- 
rant purchase or hous- 
ing of regulation press. 
Two or more frames 
required to make up 
press. No plates fur- 
nished with frames. 
Hardwood or steel plates available. Plates need not be fast- 
ened to frames unless permanent set-up is desired, Inside 
capacity, 18 in. width, 6 in. clear height. Outside dimefisions: 
21% x 16 x 2% in.. Weight, 25 lb. Beams built up of 
structural steel and wood core. Frames equipped with 2 11/16 
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in. diameter press screws with swivel foot and iron crank 
handle. Available with one bolt removable, to make an open 
side press, at slight extra cost. For average work, full 18 in. 
wide, one frame required for each 9 in. of length. For nar- 
rower work, distance between frames may be increased pro- 
portionately to allow about 160 sq. in. of work area for each 
frame. Frames set closer together, for extra heavy pressure. 
List price, frame complete with screws, $10 each. Adjustable 
Clamp Co., 411 N. Ashland Ave., Chicago, II. 





Cinderella Electric Utility Washer 


Employs bubble action vacuum principle of washing, in 
which no moving parts come in contact with clothes. Driven 
by Universal type electric motor, operating from A.C. or D.C. 


—— 


"2..." 
-inderella 








lamp socket. Standard 13-gallon copper wash boiler, tinned 
on inside. The Black & Decker Co., Towson, Md., states 
that rinsing can also be done due to the bubble action. Weight 
25 lbs. Special Lovell 8-in. wringer available at slight addi- 
tional cost. List price, $29.50 Will handle four double 
sheets at one time. 





BCD “Truly-Safe”’ 
Tilt Trucks 


Are rugged, electrical- 
ly welded into one solid 
unit of steel and may be 
handled by one man for 
loading, unloading and 
moving. Tidy Products, 
Inc., Chrysler Bldg., New 
York City, distributor, 
states that particular at- 
tention has been paid to 
the center of gravity, which in all cases of trucking falls in a 
line with the wheels, making a balanced safe load. For spe- 
cial requirements special sizes and tread wheels, rubber tires 
and cadmium finish for laboratory work are available at slight 
extra cost. The distributor states that wheels retract while 
loading, that positive handle lock insures safe pouring, as 
there is no danger of slipping, and that no lifting is neces- 
sary. Model CT supports full bottom of carboy, while trom- 
bone type adjustable height handle gives easy trucking con- 
trol. Handle swings over carboy locking it securely for tilt- 
ing. Accommodates all sizes and types, list $15, weighs 35 lb., 
designed for 250-Ilb. load. Model DT, list $19.50, weighs 55 
lb., designed for 850-Ib. load. Rotates on special roller for 
mixing. Model UDT, weight 65 lb., designed for 850-Ib. load, 
list $21.50, is a barrel lift truck and drain stand. 
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MAKES THE 
ADVANTAGES OF 


GRAPHITE 


AVAILABLE TO INDUSTRY 


For more than a century the Joseph 
Dixon Crucible Company has pio- 
neered in applying the advantages of 
natural flake graphite to the lubri- 
cation problems of Industry. 

The graphite used in all DIXON 
GRAPHITE PRODUCTS is a natu- 
ral flake graphite which in purity, 
in uniformity, in lubricating and 
protecting qualities has never been 
equalled. 

Our obligation to Industry is that of 
incorporating in DIXON GRAPH- 
ITE PRODUCTS the full benefits 
with which Nature has already en- 
dowed Graphite. That this trust has 
been fulfilled is evidenced by Indus- 
try’s recognition and acceptance of 
Dixon Graphite Products. 


CIXON GRAPHITE 
PRODUCTS 


Flake Graphite Graphite Seal 
Graphite Cup Grease Pipe Joint Compound 
Waterproof Graphite Industrial Graphite 
Grease Paint 
Write for Circular 40-C 


JOSEPH DIXON 
CRUCIBLE COMPANY 
Established 1827 


OK 


Jersey City New Jersey 














Those dear dull days 
w ARE GONE = 


Time was, when hardware was expected 
to deteriorate. Corrosion like the cholera 
was something you just had to accept— 
but today it’s taboo. Rust has become an 
ugly word. It’s ugly when it causes stock 
depreciation and even worse when it shows 
up on the blade of a customer’s carving 
knife. It is a failing of old fashioned steel, 
an unnecessary nuisance which has no 
place in modern merchandising. 

The day is fast approaching when all 
steel must be ‘‘Stainless;’ not only be- 
cause ‘“‘Stainless’” has the appeal of per- 
manence (plated metal can never equal 
it) but also, because its deep, rich beauty 
fits the modern mode... The vogue is 
solid Stainless Steel. It’s profitable be- 
cause it’s popular. Genuine Stainless Steel 
is manufactured only under the patents 
of American Stainless Steel Company, 
Commonwealth Building, Pittsburgh, Pa. 
Write us for our interesting new booklet. 


STAINLESS STEEL 


a ANE 
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E-Z Fit Reversible 
Window Screen Hanger 


Is a rustproof, two-piece item. Bent 
up to take care of thicker wood on 
screen. Keeps hinge from chipping 
paint on casing. The Brainerd Mfg. 
Co., East Rochester, N. Y., states that 
no notching is necessary, as it fits 
all standard molding. Reversible, for 
left or right window screens. Cad- 
mium plated. Two-piece hinge with wedge shape prongs in- 
suring rigid fit at all times, says the maker. Dealer cost, $9 
per gross sets, with screws, each complete set packed in la- 
beled, marked envelope. Suggested retail selling price, 10c. 
each. 








Mestik 

Described by O. E. Clark & Co., 1410 Calvert Ave., Detroit, 
Mich., as an all-purpose mending fluid which becomes a solid 
when it comes into contact with oxygen. Distributed in screw 
top cans by Subet Specialties, 601 Fisher Bldg., Detroit, 
Mich. The maker states that it is strong, resilient, durable 
and weatherproof, and that it will fill any crack. Put up in 
2- and 4-oz. can listing at 40c. and 75c., respectively. Dealer 
discount, 40 per cent. 


Townsend 
Kindler Type 
Oil Burners 





Are available in 
three models: A, a 
two - gallon glass 
burner; B, a 3-gal- 
lon metal tank with 
vacuum feed, and C, 
a 6-gallon metal 
gravity feed tank, 
which includes a car- 
buretor complete 
with trip bucket attachment. The maker states that it is so 
simple a child can run it, and that each Townsend installa- 
tion in approved ranges is guaranteed to heat the oven to 
the temperature required for baking or roasting. Provides 
hot water, day or night, at small cost. Because of construc- 
tion of burner top, flame is spread directly to the water coils, 
says Townsend Burner Div., Alaska Freezer Co., Inc., Win- 
chendon, Mass. Burner insures comfortable temperature in 
two or three rooms, when used in kitchen, while single type 
burners in parlor heaters provide ample heat for any home, 
says the maker. 

















Handy-Andy Vacuum 
Bottles, Lunch Kits 


Vacuum bottles have a rubber device pro- 
tecting glass filler, eliminating springs or in- 
ner brackets. Polished aluminum shoulder 
and cup, heavy metal case, aluminum capped 
cork. Individual carton. Lunch kits made 
of extra strong metal, enameled outside in 
attractive colors, sanitary lacquered interior 
finish, easily cleaned, thoroughly ventilated. JF 
Separate food compartment. Leather handle, #% 
positive steel lock fastener. No. 325, senior 
kit with pint bottle, measures 10% x 7% x 
35, in.; No. 425, school kit with half-pint 
bottle, measures 834 x 63g x 27% in. Metal lunch kit No. 300 
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measures 1034 x 7 x 434 in., 
made of heavy tin plate, black 
or woodland green enamel 
outside, sanitary lacquered 
interior, ventilated. Has solid 
black leather handle, two 
staunch steel locks, card plate 
for owner’s name with pat- 
ented snap lock holding bot- 
tle. Kit No. 313 equipped the 
same but with pint bottle. 
Handy-Andy Specialty Co., Inc., 39 Twenty-second St., Long 
Island City, N. Y. 








Ohmer Stock Control Register 

Prints complete price ticket, enters each item on a stock 
control record. Computes retail value of each manufacturer’s 
invoice. May be used for both 
original marking and remark- 
ing; for mark-downs, cus- 
tomer returns, etc. Seventeen 
lever capacity, full indication, 
large paper rolls, capacity of 
4500 tickets and 20,000 lines 
on stock control record. 
Ticket paper of special tough 
tag stock in white or colors, 
coated and scored for fold- 
ing and gummed at edges. 
Item counter on top of reg- 
ister, automatic repeat button, 
adjustable spacing lever fof Stock control record providing 
1-2-3 line spacing of printing and new style date-setting 
device for rapid changing of date. Special front feed mech- 
anism allows stock control record to feed out of front door, 
which is provided with knife for cutting off. Tickets and stock 
control record printed in three different colors, price in red, 
size in green and other data in dark blue. Upper portion of 
price ticket remains on merchandise, while lower portion re- 
mains in locked box, for use in checking off merchandise from 
stock control records. The Ohmer Register Co., Dayton, Ohio. 








Hamilton Beach 
Portable Mixer 


Has _ self-revolyv- 
ing bowls. Motor 
may be lifted from 
the stand and used 
for mixing in any 
bowl or pan. Bowl 
control regulates 
speed at which 
bowl revolves. Juice 
extractor may be 
put on without tak- 
ing motor from 
stand. Removable strainer and spout to guide juice into 
glass. Mixer has horizontal three-speed Hamilton Beach mo- 
tor and worm-gear to drive beaters. Removable beaters. Re- 
volving turntable has two ball-bearings to insure free turning 
of bowls. Bowls of opaque glass in French ivory color, capac- 
ity three quarts and one quart. Entire mixer finished in ivory 
and black enamel, baked on. Mixer equipped with two bowls, 
juice extractor, double beaters, single agitator for mixing in 
glass and 6-ft. rubber-covered cord with molded rubber plug. 
Suggested retail selling price, $19.95, west of Rockies $20.95. 
Hamilton Beach Mfg. Co., Racine, Wis. 
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SELL STA 





“Have you any STAR hack saws?” Dealers 
who can answer “Yes” to this question are 
selling more hack saws. They have built up 
a profitable trade by supplying the blades 
that are demanded by _ experienced 
mechanics. 


Sell STARS—-sell half a century of experi- 
ence in providing the best hack saw values 
money can buy. Ask your jobber for com- 
plete details. 


STAR HACK SAWS 


CLEMSON BROS.,INC., MIDDLETOWN, N. Y. 
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Demanded 
by men 
who know hack saws 





Dealers everywhere agree that 


Only Allith Garage Door 
Hardware Offers These 
14 Selling Points! 





Allith 40-90 Garage Door Hardware gives dealers 


It pleases contractors, 


something to talk about! 
customers and dealers. It is easy to install and 


it is easily afforded. No wonder it sells so well. 


Check these points. You'll agree that no other line can 


offer all you'll find in Allith 40-90: 


1. Door design harmonizes with surroundings. 


2. Doors operate as a one-piece unit and leave entire opening 


clear. 

3. Closed door completely seals opening—weather-tight at top 
and sides. 

4. Stock design doors from local mill can be used unless special 
effect is required. 

5. No special frame for opening necessary. 

G6. Head room requirement in line with normal building design. 
(7% inches.) 


7. Eliminates center piers in double width openings. 


8S. Ample clearance for all present models even if bumpers are 


within 3 inches of the door. 


9. Placing counterweights in rear corners permits full opening and 
maintains narrow building construction. 


10. So simple the average carpenter can install it on remodeling 


or rebuilding jobs. 


11. Priced so economically that everyone can afford its many 
performance advantages. 


12. Absolutely no maintenance expense nor extras to buy. Weather- 
strip for sides included in set. 


13. Locks or unlocks, opens or closes from either outside or in. 
Cylinder lock included in set. 


14. Opens in smooth, easy, effortless manner in any weather 
Cannot jam or stick or bang the car. 


Send at Once for Illustrated Folder 
Giving Complete Details 


Allith-Prouty Company 


Danville Illinois 
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Letters to me Editor 


A Plea for the Small Retailer 


La GrancE, Itt.—In these days of 
from 25 to 50 per cent reduced sales 
the small retailer with fixed charges, 
such as rent, leases for which were 
contracted three and more years ago, 
when business was at its peak and 
which cannot be reduced in accord- 
ance with sales, make the load heavier 
than a great majority of the small 
dealers can bear. 

An article by E. B. Gallaher in the 
March 24 issue of HARDWARE AGE 
relative to manufacturers suggests an 
idea of relief which it would seem 
might work out beneficially to all 
concerned. Quoting from this article 
Mr. Gallaher says: “The manufactur- 
ers backed by the moneyed interests 
were great sinners during the recent 
boom. Their costs of production were 
basically low, their selling prices 
high, their profits enormous; and in 
order to conceal these huge profits 
they watered out their institutions in 
all directions in the thought that they 
were in a ‘new era’ and could indefi- 
nitely maintain their unsound and un- 
economic position.” 

Within recent years manufacturers 
have been spending enormous sums 
in various sorts of advertising 
schemes many of which no doubt 
brought no profitable returns. In ad- 
dition, the small dealers have been 
deluged with special representatives 
direct from the manufacturers, many 
of whom overlap the regular sales- 
men covering the territory. 

Practically every small dealer as 
well as those of greater purchasing 
power buy certain lines such as paint, 
builders’ hardware, sheet metal ware, 
etc., direct from the manufacturer. 
The agents of these special lines usu- 
ally work on a commission basis, and 
since they call but a few times during 
the year they do not become as inti- 
mately acquainted with the dealers as 
do the jobbers’ salesmen who call reg- 
ularly, in many cases as often as once 
a week. 

Due to the lack of familiarity with 
the dealers’ financial ability and their 
desire to earn extra commissions, the 
dealer is often oversold, and in these 
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times of depression finds himself un- 
able to meet his bills within a rea- 
sonable time, to say nothing of tak- 
ing advantage of the discount period. 

The jobbers, on the contrary, work 
more intimately with their dealers, 
being careful not to overload them in 
times like the present, and are car- 
rying a large percentage of their deal- 
ers at a great sacrifice, while the man- 
ufacturers insist on prompt payment 
of their bills. 

If what Mr. Gallaher says is gen- 
erally true, would not the manufac- 
turer strengthen his position with the 
retail dealers by curtailing the activ- 
ities of his advertising and sales de- 
partments and giving more attention 
to his credit department. It is gener- 
ally conceded to be better business to 
retain old and proved customers than 
to search out new and untried ones. 

The time is upon us, when unless 
the small merchant is given assistance 
by those who service him, he cannot 
hope to carry on against his powerful 
competitors, the chain stores and mail 
order houses. 


G. N. Davin. 


Look Out for This Fraud 


Toms River, N. J.—A stranger 
purchased a 15-cent article in a cer- 
tain store in this town last Saturday 
night. He tendered a $20 bill in pay- 
ment for this 15-cent article. When 
he received his change, consisting of 
a $10 bill, a $5 bill, four $1 bills and 
85 cents in silver, he professed great 
astonishment. “What does this 
mean?” he said. “Surely there is 
some error. I intended to give you a 
$1 bill. I gave you a $20 bill? I am 
very sorry, but I do not wish all of 
this small money in my pocket. Will 
you not kindly give me back the $20 
bill and I will return the small money 
to you?” 

The store clerk handed back the 
$20 bill to the stranger. The stranger 
gave the $10 bill to the clerk. He then 
proceeded to count out to the clerk 
the $5 bill and the four $1 bills. 
Five, six, seven, eight, nine. “I have 
here only $9,” the stranger said. “I 
will add a $1 bill from my pocket, 


making $10, and you can give me a 
$10 bill for this and the transaction 
will be correct. 

The clerk handed out the $10 bill 
as requested and the stranger prompt- 
ly disappeared. In a few minutes’ 
time the clerk thought the matter over 
and realized that he had been tricked 
out of $10. He then realized that he 
had been talked into giving out a $20 
bill and also a $10 bill and had only 
received $20. 

This is a trick that might work 
readily, and even if the trick were de- 
tected in time the party in question 
could easily bluff his way out of the 
matter. 

A. H. Berry, Treas., 
Berry’s Store, Inc. 





The Matter of Returns 


St.-RauL, Minn.—It seems to be a 
part of the jobber’s creed to object to 
take back merchandise for credit. No 
returns would be an ideal business 
condition, but idealism is often the 
downfall of practical business 
methods. 

The alert, far-thinking jobber who 
would make a success of his business 
today is thinking first of the success 
of his dealers. If his dealers are suc- 
cessful, he also is successful in pro- 
portion. If his dealers are overstocked 
with slow-moving merchandise and 
are short of fast-moving demand items 
their business is slowing up and be- 
coming unprofitable. 

When the retailer’s business gets 
into this condition, the jobber should 
take back and credit those slow-mov- 
ing items to the retailer’s account. By 
doing this he puts a credit on his 
books against which the retailer can 
draw for his purchases of fast-mov- 
ing items. 

The jobber’s first mental reaction 
to a plan of this kind is to consider it 
as the wild idea of a crank and ig- 
nore it. However, if he has vision he 
will begin to see the light. It will be 
a very distant gleam until he ap- 
proaches the idea and begins to vis- 
ualize its merits. 

First of all, it places his dealers in 

(Continued on page 74) 
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Campers «»/Cottagers 
Will - Need -New 
DIETZ LANTERNS N lovely homes 


where details mean so much 





No. 220 Size of Butt — 33g x 3% In. 


Dietz Lanterns are a NECESSITY 





in every summer camp and cottage. AA )i == TN 

They are always dependable light pay 

givers and indispensable when 

storm or accident causes power 

lighting to fail. are found--because they com- 
Display Dietz Lanterns now with Lys ‘ P 
camp equipment. Remind your ine sturdy, practical quality 
customers that if they want UN- P . ' 
FAILING lights to take Dietz with precise uniformity and 


Lanterns along. 


superior finish. 


R. E. DIETZ COMPANY | | 
NEW YORK 
— a Makers of Lanterns for the 
(| | World—Founded 1840. Out- | 
és | a 


ut Distributed Through the ° 
Jobbing ‘Trade Only. We De nufacturing Chmpany 
and Chain Stores. E RIE, PENNSYLVANIA 

















Not Sell Mail Order Houses 











Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PuRCHASE Sr, 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Marker St. 
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a profit-making stock condition. If 
they have an overstock and their stock 
is reduced to the point where it is in 
balance with their sales volume, they 
will then have credit on the jobbers’ 
books, which is as good as money in 
the bank to pay for current stock re- 
quirements. It immediately puts the 
retailer in a very favorable business 
condition. They have put their credit 
into a desirable condition and past- 
due accounts are eliminated. (This 
last sentence does not apply to the 
dealer who has sold out his stock and 
has used up the money in needless 
overhead expense. ) 

I can hear the wail of anguish 
which the average jobber would make 
to a plan of this kind. If, however, he 
has vision he will realize that slow- 
selling items for part of his dealers 
are fast-selling items for others. He 
is, temporarily under this plan, the 
center hub of exchange for his circle 
of dealers. He takes goods back from 
one dealer and sends them out to an- 
other. His scheme of business is rude- 
ly shocked by this unprofitable busi- 
ness operation, but it is not a con- 
tinuous performance. 

By, technically speaking, playing 
checkers with his dealers’ stocks, the 
slow-moving items have been sold out 
by the retailers. From that point on it 
is his duty to train his representatives 
in business methods so that they can 
assist their trade to buy small lots of 
slow-moving items through stock con- 
trol records. He should see that his 
representatives have a knowledge of 
business which would enable them to 
conduct a retail business properly. 
These representatives can then discuss 
intelligently with the retailers, the re- 
tailers’ problems. 

The retailer is under obligation to 
a jobber who will help him put his 
stock into condition so that he has no 
dead stock. The retailer will not be 
afraid to place confidence in a jobber 
who will treat him in such a fair and 
cooperative manner. 

The ending is this: 

The hardware retailers make money 

The hardware jobbers make money 

The hardware factories make money 
and the hardware industry has 
stepped out of the depression ahead 
of other industries. 

Yours very truly, 


A. C. RayM_r, Jr. 
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Speaking of Builders 
Hardware 


Woopripce, N. J.—“Just Among 
Ourselves,” in issue April 28, it is 
unusually interesting and instructing. 
Speaking of builders’ hardware, this 
is the writer’s principal work. We 
heartily agree with you, and know 
from experience that the average 
architect seems to have no conception 
of the proper hardware and right al- 
lowances, particularly for residence 
jobs. From time to time we have 
seen specifications for residences esti- 
mated to cost anywhere from $10,000 
to $75,000 with the notation, “allow- 
ance for hardware $50 to $250, or 
builder selects,” result, a cheap imita- 
tion of something good “to get by” or 
any fancy design that appeals to the 
average builder. Nor are all the 
architects and contractors weak on 
this point. A good deal of this can 
be traced to the hardware man who 
does not wish to give the time to this 
part of the business on account of the 
detail, but if handled properly there 
is a profit. 

Our observations are that the archi- 
tect that has the right trim for the 
various types of architecture has an 
affiliation with a real builders’ hard- 
ware man. They are trained and can 
be relied upon to suggest the proper 
designs, for cabin or castle. Your 
suggestion of hardware dealers assert- 
ing themselves by going direct to the 
owners and selling quality to the 
architect and stressing sufficient al- 
lowances is good. 

A great deal more could be said on 
this subject. 

A. M. PHELAN. 





Chain Stores Make 
Little Headway in Hardware 


Ocpen, Utan.—If you have the 
data, we would be pleased to have you 
advise us the total amount of business 
done in the United States through 
chain store channels, and its relation 
in percentage to the total volume. 
Also, we would like to have the same 
data on hardware sales, if possible. 

Will you kindly send this data by 
return air mail marked for personal 
attention of J. W. Abbott? 

Geo. A. Lowe Company, 
By J. W. Abbott, President. 

The latest figures available, those 

for 1929, show that chain stores did 


211% per cent of the total retail store 
business in the United States. 


To be more specific, 7046 chain 
store organizations, operating 159,- 
826 stores, or about 10 per cent of the 
total number of all the stores in the 
country had aggregate sales of $10,- 
771,984,034, as contrasted with total 
sales in all retail stores in the United 


States of $50,033,850,792. 


Chain stores have made but little 
headway in the hardware field. In 
fact, only 75 hardware chains are in 
existence, and it is authoritatively 
estimated that only about 1.6 per cent 
of the total number of hardware 
stores are operated by chains and that 
hardware chain stores do but 9.2 per 
cent of the total volume of business. 
The normal annual retail sales of 
hardware in the United States average 
approximately $1,500,000,000. 

We believe this will give you all of 
the data requested and we wish to as- 
sure you that it is a pleasure to be of 
service in this matter.—Ed. 





Liked Article on Glass 
Cutting 


Irvincton, N. J.—I would say that 
the article which you published May 
12 on cutting glass is a very fine ar- 
ticle, and is frankly, about the best 
the writer has ever read. 


The writer happens to know that 
Mr. deWitt is probably better quali- 
fied to write such an article than any- 
one in the United States, and wants to 
compliment HarpwarE AGE on being 
the first hardware magazine to obtain 
such a comprehensive article. 
George L. Lee, General Manager, 

Lanpon P. Smitu, Inc. 





Read pages 30 and 31 
of this issue. A new 
series of articles is to 
begin in an early issue 
of Harpware Ace. It 
is to deal with the sub- 
ject of Delivery Oper- 


ation 
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Kimball | 
HAND POWER ELEVATORS 
Fast and Safe 


A most inexpensive and 
simple elevator to install 
and operate where an elec- 
tric elevator is not feasible 
—comes sawed, drilled, 
fitted ready for anyone 
handy with tools to as- 
semble and install. 


Builders of 


Hand Power 
Light Electrics 
Push Button 
and All Types of 
Electric 

Elevator 
Machines 































WRITE FOR DETAILED INFORMATION ON 


KIMBALL ELEVATORS 
KIMBALL BROS. CO. 


1205-19 Ninth St. Council Bluffs, Ia. 
4AA 








~~(CHICAGO)— 


SPRING HINGES 
Quality Plus 


In the “Relax”? Spring 
Pivot Hinge users obtain 
a maximum in Quality 
plus the important spring 
action release feature. 


Dealers will find that it 
pays to sell the “Relax” 
sprikt? BS, ae, because satisfied cus- 

tomers are a valuable as- 
set and better profits can be realized on 
this Quality Hinge than on a cheaper 
substitute. 





Send for New Catalogue H 47. 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 











Stock 


and Profit with 


— Geb 


€, = TY 
Oye cts 


£ GB 


LOOK FOR THE “GB” LABEL. YOUR PROTECTION AGAINST SUBSTITUTION 


PREFERENCES ¢ de ee ype tage 
ey on ad tif aseuay d 


The Gilbert & Bennett Mfg. 


Established 1818. America's Oldest Woven Wire Factory-Manufacturers 


WIRE CLOTH, NETTING 
Galvanized Stee! Wire Cloth in all Meshes and Gauges 
Georgetown, Conn. Chicago Kansas City, Mo. 





JUNE 9, 1932 











Knife Blade Cutter Wheels 


—Sell themselves 


ARMSTRONG BROS. Knife Blade Cut- 
ter Wheels (for all standard makes of 
pipe cutters) sell themselves for they 
are of the new knife blade form with 
thin penetrating edges—smooth or 
knurled. Accurately machined from 
special Alloy Tool Steel they are heat 
treated, hardened, oil tempered and 
cadmium plated. Buyers know their 
quality and prominently displayed on 
the attractive stock board (furnished 


free) they sell themselves, 


7” 





“Better Pipe Tools 


comprise the most com- 

plete line made; each an 
improved tool with many 
worthwhile features. Be- 

cause of superior design, work- 
manship and materials these 
tools are known as ‘‘The Bet- 
ter Pipe Tools’ and are dis- 
tinguished from those of 
similar name by the Arm- 
and-Hammer Trade Mark 
which is widely advertised. 


Write for Catalog P-10 
Armstrong Bros. Tool Co. 
“The Tool Holder People” 
314 N. Francisco Ave. 
CHICAGO, U. S. A. 
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An Opportunity to Sell 
Paint and Brushes 


N opportunity to sell paint 
A and paint brushes is sug- 
gested by an exchange of 
readers’ letters in the May 7 is- 


sue of The Iron Age. A letter 
signed L. D. S. asks: 


What color would you advise for 
machine tools? I have read about 
keeping a machine shop force intact 
during quiet times by turning the 
machinists into painters. I have 
decided to do this in our plant but 
want to do a real job and so ask 
advice about colors to use. Would 
you paint all the tools the same 
color? Would you use different 
colors on the same machine? What 
colors would you use for the floor 
and walls? 


To this an answer is made in a 
letter by McC. & J. which sug- 
gests: 


While not posing as experts in 
colors we had the same problems 
which you mention in our recent 
clean-up campaign and as we are 
much pleased with the results we 
are glad to pass them on for what- 
ever value they may have for 
others. We broke away abruptly 
from the previously established 
practice of painting all machine 
tools battleship gray. In order to 
avoid too much of a rainbow effect 
we laid down a policy that all ma- 
chine tools in the same room were 
to be painted the same color, but 
we let the machinists working in 
each room decide the colors for 
their particular room and this priv- 
ilege of decision gave a more per- 
sonal interest in the matter and 
mild rivalry resulted between the 
different rooms as to proper colors. 
We suggested painting movable 
parts a different color or a con- 
trasting shade and the room which 
we consider most successful now 
has the following colors: the floor 
is a dark gray a little darker than 
the standard battleship gray. The 
walls for a distance of 6 ft. above 
the floor are also gray but two or 
three shades lighter than the floor. 
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Above the 6 ft. level the walls and 
ceiling are eggshell white. The 
bases, frames and stationary parts 
of all the tools, including motor 
frames, are a bright marine blue. 
The movable parts are all a straw 
yellow. Such parts include the 
spokes of wheels, and, in fact, all 
unmatched surfaces which have any 
movement whatever during opera- 
tion of the machine. 


Every town and community 


has its quota of machine shops 
and garages, facing problems 
similar to those mentioned by 
L. D. S. Putting available extra 
time toward painting up tools 
and equipment is a worthy effort 
and should be encouraged by 
hardware merchants. The color 
schemes suggested in the second 
offer some selling ammunition. 
The possibility of getting busi- 
ness from such sources would un- 
doubtedly warrant a little shoe 
leather invested in personal solic- 
itations. Let’s get to it. 





Just a Hint to Our Salesmen Friends 


66 O you know that man?” 

I asked a retail sales- 
man as a man with a catalog 
passed down the main aisle of 
the store. “No, I don’t know 
him,” was the answer. “He’s a 
traveling salesman and I guess 
he sells us something; he’s here 
every few weeks, but he never 
sees any one but the boss.” 

A minute later another knight 
of the grip came in, his face 
wreathed in a smile. “Hello, 
George,” he said. “How are you 
hitting these days? Glad to see 
you. How are things generally. 
“Just fair,” was the answer, “but 
I’ve got a customer interested in 


that washer of yours. How 
would you like to go out with me 
and help close the deal?” 


“Nothing I’d like better,” was 
the come back. “Call up your 
customer and find out when we 
can see her.” 

While the salesman was wait- 
ing for George to "phone, he 
turned to me and said: “This is 
a live store—sells a lot of our 
machines. That George is a 
hustler; always has some sale 
lined up for me to help close.” 
Later I learned that the first 


mentioned salesman had _ been 
visiting that store regularly for 
over three years, yet he did not 
have even a speaking acquaint- 
anceship with the men who actu- 
ally sell his goods to the con- 
sumer. The merchant told me 
frankly that this man’s line was 
not moving well, and that he seri- 
ously contemplated a change. 
We know, of course, that it is 
not a sense of superiority that 
causes some traveling salesmen 
to “pass up” the men on the sales 
floor. It is mere thoughtlessness, 
or a sense_of being too busy to 
spend any time except in actual 
selling. Traveling salesmen are 
forced to hit the high spots and 
as a result, a few of them—and 
only a* few of them—overlook 
the possibilities for sales cultiva- 
tion to be attained by a little 
more time judiciously used. 
Rushing into a store, selling 
the boss the few items on the 
want list, and then rushing out 
again, may seem like good busi- 
ness, but it builds few friend- 
ships. Also—some day that boy 
on the sales floor may be back 
in the office putting his O. K. on 
the orders. L. 3.8: 
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PLYMOUTH 


SHIP BRAND MANILA ROPE 









This Summer 
come to 


PLYMOUTH! 














Spenp your vacation in Plymouth this summer, or 
in any one of New England’s many charming towns and cities — but 
plan to put in at least a day in Plymouth. See Plymouth Rock and 
the many other historic and patriotic landmarks. Visit the Plymouth 
Cordage Company’s plants, and see the interesting process of rope 
making in the 1800-foot rope walk which dates back to 1824, as well 
as on the most modern of automatic machinery. 


Nature itself is planning to make your trip to Plymouth memora- 
ble this year by giving you an opportunity to see one of the greatest 
wonders that the heavens afford: a total solar eclipse. Not until the year 
2000 will it again be possible for any one to combine a healthful vaca- 
tion in New England with such a magnificent and awesome spectacle. 





In the twelve months of 1931 more than three million people came 
to New England. What brought them here? What did they do? How 
much did their trips cost? All these questions are answered in the 


SALES BRANCHES two authoritative booklets illustrated at the top of this page. They 
New York Baltimore , : 7 
Ge ew Ochi will be sent free to any one who writes directly to the New England 
Boston Fort Worth Council, Statler Building, Boston, Mass. 


PLYMOUTH CORDAGE COMPANY 
North Plymouth, Mass., and Welland, Canada 


The Rope You Can Trust 


JUNE 9, 1932 
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“You mean to tell me, Jedge, 
dat fo’ me to divo’ce Sally 
and marry Mandy is gwine to 
cost $50? Why, Jedge, dey 
ain’t dat much diffe’nce ’tween 
dem two gals.” 


A Western stockman, who 
had mortgaged his cattle to 
the local bank, was called in 
by the banker and told that 
| the note was due and must be 
| paid the following day. The 
| a. a 
| cattleman asked: “Were you 


CyLER; 





— 








The young wife was heart- 
broken. 

“What’s the matter?” asked 
a friend. 

“Oh, my husband is so ab- 
sent-minded. After breakfast 
he left a tip on the table, and 
when I handed him his hat 
he handed me another tip.” 

“Well, that’s nothing to 
worry about. It’s just force 
of habit.” 

“That’s what worries me. 
He kissed me when I gave him 
his coat.” 





Jaywalker: “So many peo- 
ple are struck by autos while 
alighting from street cars.” 

Street Car Official: “Well, 
yes, but those people have 
paid their fares. It’s this run- 
ning over people who are 
waiting to get on that makes 
me mad.” 





A society woman wrote to an 
army officer “Mrs. John Sears 
DeVille requests the pleasure 





Compiled by 


Justin PHuNN 


of Captain Smith’s company at 
a reception on August 16.” 

The next day she received 
this note of acceptance: “With 
the exception of 14 men who, 
I regret to say, have a week 
each in the guard house, 
Captain Smith’s company ac- 
cepts with pleasure Mrs. De 
Ville’s invitation for August 
16.” 


Then there was the Scotch- 
man who, rather than pay 
money to travel, was content 
to sit at home and let his 
mind wander. 





First Maid: “So you don’t 
like to work for high-brows?” 

Second Maid: “You bet I 
don’t. I worked for one pair 
of nuts—and never again! 
Him and her was fighting 
continually and it kept me 
running back and forth be- 
tween the keyhole and the 
dictionary all the time.” 





| ever in the cattle business?” 


The banker answered “No.” 
The cattleman said: “Well, 
you are now,” and walked out. 





Why do they put so many 
holes in Swiss cheese when it 
is Limburger that needs the 
ventilation? 





Mistress, to maid: “Haven’t 
we always treated you like 
one of the family?” 

Maid: “Yes, and I’m not 
going to stand it any longer.” 





Boss (pointing to cigarette 
stub on the floor): “Smith, is 
that yours?” 

Smith: “Not at all, sir— 
you saw it first.” 





“Were you trying to catch 
that car?” 

“No,” said the puffing man, 
“T was just chasing it off the 
corner.” 





Mrs. A.: “My husband has 
no idea what I go through 
when he snores.” 

Mrs. B.: “Mine never misses 
his small change either.” 





Mother (to her little boy, 
after he has told a lie): “Do 
you know what happens to 
little boys who tell lies?” 

“Yes, mother; they travel 
for half-fare on the bus.” 





Her Father: “So you want 
to marry my daughter, eh? 
Well, my answer depends up- 
on your financial position.” 

Suitor: “What a_ coinci- 
dence—my financial position 
depends upon your answer!” 





Mr. Jacobs: “I sells you 
dot coat at a grand sacrifice.” 

Customer: “But you say 
that of all your goods. How 
do you make a living?” 


--Mr. Jacobs: “Mein frient, 


I make a small profit on de 
paper und string.” 





About time for some of 
these scientific advertising 
men to discover that cigarettes 
are full of vitamines. 








Not a Word About the Depression 


(Continued from page 39) 


large fortune. They decided to take their honey- 
moon sailing back to Sweden, so they leased the 
Vima from Mr. Hutton and set sail from Montauk 
Point. There was a strong wind and both the bride 
and groom must have been good sailors because 
they were literally blown across the Atlantic. They 
made the crossing in the record time for a sailing 
vessel of 10 days and 21 hours. That certainly 
must have been an interesting honeymoon! By the 
way, this only happened about two weeks ago, so 
the age of romance is not entirely over. 

There is more that can be written about the 
Larchmont Yacht Club. It has one of the finest 
outdoor bathing pools in the world. In the bathing 
months the Lido at Venice cannot put it over the 
beauties who disport themselves in the Larchmont 
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Club pool. There is much more that I could write 
about—a rusted cannon taken from one of the 
Spanish warships after she was sunk on the beach 
near Santiago. Flags of yachts from all over the 
world as they hang from the ceilings remind one of 
the banners in the cathedrals of Europe. 

Then came the lobsters in the brig and then came 
a game and the formation of a new club, which I 
believe I have referred to before. The name of this 
club is, “Be Kind to Each Other Club,” and the 
club has only one rule and that is don’t “chisel.” 
When we drove home late in the evening the sun 
came out and it was beautifully clear. Nature was 
just having fun with us. Actually I found the 
Larchmont Yacht Club quite interesting and the 
next time we have a guest to entertain I hope to see 
more of it. 
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Just display Sterling 
Non-Splitz Nails and 
watch your Nail bus- 
iness increase. Each 
carton contains 5 
pounds—easier and 
quicker to sell. No 
wrapping or weigh- 


ing. 


§ POUNDS NET 


8 COM 





Accurately Measur- 
ed Cartons Insure 
Full Profit 
Sterling Non-Splitz is 
the better Nail — 
eliminates split wood 
—high carbon con- 

tent stock prevents Patented No. 1846709 

bending when driven—chisel point. Oval shank fiits 

the grip—50 to 70% more holding power—8 to 10% 

more Nails per pound, 

Write today for full information and how to get FREE 

Display Stand. 

NORTHWESTERN BARB WIRE COMPANY 
SINCE 1879 


STERLING, ILLINOIS 











NOW— 


Superior Brand 
made from Copper 
Bearing Steel at no 
increase in cost to 
you. 


Copper Bearing 
Steel Wire (.20% 
pure copper) means 
better 


longer life, 
satisfied customers. 


At Your Jobber 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 





JUNE 9, 1932 








Bommer 
Spring Hinges 




















yp Ire OH 
are “i = by 

the best | , rigorous 
fe) test 








Millions 
and Millions 


of People are Pushing 


Them 


whenever they open a door 








Follow the line of least resistance 


Sell Bommer Always 


They are the best 


Bommer Spring Hinge Co., Brooklyn, N. Y. 





















FORSTNER 


Labor Saving 


AUGER BIT 








Bores Any Arc 
of a Circle 





Many 
New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 
direction regardless of grain or knots, 

leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 

a fancy scroll twist columns, newels, 
ribbon molding and mortising. 

Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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What: Milligans Mean by Service 


(Continued from page 33) 


inhibitions that stand in the way 
of buying. The customer who 
steps into the store to ask the 
price of a certain tool usually 
has some measure of doubt in 
his mind that struggles with the 
inclination to purchase. He 
would like to buy the article he 
names if the price happens to be 
very low, if he feels he can af- 
ford it, if other expenses will 
permit, etc. By withholding a 
direct reply to his request for a 
price just a moment, the sales- 
man creates an opportunity to 
put into the customer’s hands the 
tool that he wants, irrespective of 
its cost. Once there, the article 
becomes an argument for its 
purchase. The customer looks 
at it, handles it, and begins to 
think of the transaction in terms 
of something more than price. 
When the figure is finally named, 
the customer’s desire is usually 
sufficiently strengthened to over- 
ride all the ifs that inhibited his 
buying impulse. 

Milligan clerks never say, 
“We haven't got. that.” Instead, if 
they cannot give the customer exactly 
what he asks for, they select the near- 
est thing to it to show him. If he 
asks for a tool so unusual as not to be 
generally stocked, this will be ordered 
specially from the factory, if he 
wishes. 

Salespeople in the Milligan stores 
are thoroughly versed in the uses of 
the merchandise they handle, so that 
they can intelligently advise custom- 
ers. For they are trained to learn all 
that is possible about tools from their 
clientele of experts, the mechanics. 
Mr. Ogden stresses the point that the 
mechanic using tools every day can 
be a source of more valuable knowl- 
edge to the clerk who serves him than 
can any number of illustrated cata- 
logues. By listening to these tool ex- 
perts and by asking questions, sales- 
men learn both the usual and unusual 
uses of their merchandise. In this 
way, they soon know the proper tool 
for any use. And when the customer 
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of the householder class is in doubt 
as to the exact article he wants but 
knows the purpose for which it is 
needed, the Milligan salesclerk can 
intelligently select the right thing. 
By talking with their mechanic cus- 
tomers, too, salesmen frequently learn 
how certain tools can be improved 
upon. By passing this knowledge 
along, the store has often aided man- 
ufacturers in perfecting tools. 

If a customer comes into the sales- 
room when the clerk’s arms are full 
of stock that he is moving, he im- 
mediately puts it down and gives his 
entire attention to selling. 


Speedy Wrapping 

Speedy wrapping is made possible 
by an overhead device that Mr. Ogden 
ingeniously constructed. All wrap- 
ping materials are fastened to this 
overhead frame, which is attached to 
the ceiling directly above the cash 
register, in middle counter space on 
the left. The wooden frame, painted 
orange, is arranged to suit the height 
of the average salesman and is about 
three feet above the counter top. Four 
rolls of wrapping paper, including 
nine, twelve, twenty, and twenty-four 
inch sizes, are carried across the 
length of the sturdy frame. Two 
balls of twine, each with a guide, are 
also held by grips. 

Below this overhead fixture, the 
counter-top is left free for wrapping 
for a space of four feet. This space 
is unencumbered by wrapping ma- 
terials, so that several salesmen are 
able to work side by side. They have 
only to reach above them for the right 
amount of paper and twine. 

Packages are firmly and carefully 
tied by Milligan clerks, although 
they work at top speed. Incidentally, 
Mr. Ogden favors the use of twine 
for larger bundles, so that they may 
be made absolutely secure, saving 
the customer possible annoyance on 
the journey home. If the customer 
has several packages with him, sales- 
men invariably offer to wrap these 
together. The secret of this efficient 
wrapping service that wins many 
friends is found in the minutes saved 
by the scientific arrangement of 
counter space and materials. 

The store exteriors are painted 
burnt orange. The trimmings are 


black. The window walls are car- 
ried out in orange, and the same color 
scheme extends throughout the store 
interiors, appearing on counters, fix- 
tures, etc. 

Merchandise is conspicuously and 
conveniently displayed. The door 
stands open except in bitterly cold 
weather. And the moment the cus- 
tomer steps over the threshold he 
finds tools within easy reach so that 
he may inspect and handle them 
freely. 

Nine-inch display hooks, made to 
order, stud the store walls, and here 
are hung tools of many different 
kinds. The quicker selling articles, 
such as hammers, axes, and saws, 
are arranged on the right front wall, 
in easy reach of the customer who 
enters. 

Special counter-tops have been de- 
signed to make good use of every 
available inch of the restricted sales- 
room space for display. The tops, 
made by Frank Communale, a young 
man who has been a member of the 
sales staff for a good many years, 
are used on the fifteen-foot counters 
that are carfied down either side of 
rear salesroom space. They are paint- 
ed orange with black trimmings, and 
are forty inches wide, projecting a 
foot forward from the under-supports, 
where extra counter stock is shelved. 
The very front of the counter-top is 
level, while the rear thirty inches is 
carried back on an upward slant, 
making rear displays conspicuous. 
The tops are divided into 168 com- 
partments, displaying small electrical 
and plumbing fittings. Most of the 
bins are 6% inches long by 5% 
inches wide, with some double-width 
bins toward the back. Orange wood- 
en dividers, fitting into slots, are used 
throughout the tops. Thus the bins 
may be readily altered in size and 
frequently cleaned. To each com- 
partment a price tag is attached. This 
slips into a metal groove. All bins, 
by the way, are lined with burnt 
orange cardboard. 

Only enough stock for immediate 
selling is carried on the main floor. 
This is turned over rapidly, and the 
reserve selling stock, arranged on 
shelving in the basement, is drawn 
upon for replenishments. Case goods 
are received on the second floor, and 
are transferred to the basement as 
its reserve stock is exhausted. 

The Milligan 25c. windows, char- 

(Continued on page 83) 
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IVER JOHNSON 
-22 SUPERSHOT 

















STEEL SEALED 
CARTRIDGES 


and many other 
improvements. 


Retail Price $13.75 


Safety Plus More Safety 
Counterbored chambers and extractor 
which steel seal the cartridges, heads 
flush with face of cylinder. 

A protection of solid surrounding steel safe- 
guarding against the possibility of a bursting 
head or rim discharging adjacent cartridges 
or burning trigger finger with hot gas. 
Cylinder of High Carbon Alloy Steel, heat 
treated. De-Flex Rib, Scored Trigger, Hi- 
Hold Grip, Independent Cylinder Stop, Piano 
Wire Springs and ‘Hammer the Hammer” 
safety. Chambered for eight .22 long rifle 
cartridges. 

Send for complete Firearms Catalog A covering the 
entire line. Order through your jobber. 


COUNTERBORED CHAMBERS 


COUNTERBORED EXTRACTOR 
Kes) - 
eS 





IVER JOHNSON’S ARMS & CYCLE WORKS 
FITCHBURG, MASS. 


New York CHICAGO SAN FRANCISCO MONTREAL 
151 Chambers St. 108 W. Lake St. 731 Market St. 511 Coristine Bidg. 








A SNAPPY SPORT MODEL 





yo fo 
.«» FENCE BUYING SEASON 


\ Stewart Fences and Gates of Iron or Chain Link Wire 














are always in demand but particularly so at this time 
of the year. 
Why not equip yourself with Stewart literature, 
price data, etc., so that you can convert your 
next inquiry into a profitable order? 


Your request for literature and infor- 
mation will be fulfilled promptly. 


The STEWART IRON WORKS CO. 
INCORPORATED 


814 Stewart Block 
CINCINNATI 
OHIO 


— \ 





| 


CHAIN LINK 
FENCE 


CHAIN LINK 
GATES 


WIRE PARTITIONS 


WIRE WORK 
— Etc. — 


FOLDING GATES 


WINDOW GUARDS 
— Etc. — 





IRON 


and 


WYRE 


FENCES 

















AMERICAN 
HOUSEWARES | 
EXHIBIT | 





July 24 to 30 | 
New York | 


Hore. 
PENNSYLVANIA 


First Time in NewYork. For Retailers Only. AWhole- 
sale Buying Market for Housewares, Electric and Gas 
Appliances, Home and Garden Equipment and Sup- 
plies, and Labor Saving Devices. . By America’s Lead- 
ing Manufacturers. List of Exhibitors Growing Daily. 





Out of New York Buyers Will Save 
Money thru the Many Low Summer Travel 
Rates, See Your Local Ticket Agents. 


Office of Committee of Exhibitors 
45 EAST 17th STREET, NEW YORK 
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Don’t Break Your Bock 






A Baltzly Lift Truck 
Does the Work 








No Strain 
No Effort 


Moves 


) With Ease 


With a Baltzly Lift Truck, it is easy by ‘one 
pull of the handle, to lift a one thousand pound oe 
load off the floor. Refrige C 
With the truck in a lowered position, it may Stoves 
be pushed under a refrigerator, stove or plat- Loaded 
form and then raised. Platforms 


Special risers are made for varying heights. 


ARCADE UArow sare 

: CAST IRON TOYS 

ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 


BRANCH OFFICES REPRESENTATIVES 
New York Philadelphia cen a pie ne gt ies. — 
: n ake 
200 FMR Ave, 6146 Wayne &. ‘le aed Seale Denver 4 
Chicago St. Louis Boston Dallas 
Merchandise Mart, 6607 San Bonita Arthur T. Otis D. D. Otstott, Inc, 
Room 14111 Ave. 111 Summer St. Santa Fe Bidg. 
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Here is one of the timeliest hardware items for shelf and counter display now. 
Home buttermaking is increasing as a result of low butterfat prices. DAZEY 
churns in sizes to suit everyone’s need, from 2 quart to 10 gallon, carry the 
endorsement of Good Housekeeping Institute, State Agricultural Colleges and 
Scientific Buttermakers everywhere. Display several different sizes! The DAZEY 
has been the leading churn for years and has always been sold through legitimate 
jobbers and dealers, Share in the increased demand for electrically operated 
Dazey Churns following the extension of high lines into rural districts. This 
business is good, 


Dazey Churns 








Dazey Sharpit 
All-purpose household Sharp- 
ener. Requires no skill. The 
original Sharpener of its type. 
Patented grinding wheels. At- 
tractively finished in rust-proof 
electro plating. Furnished with 
removable, reversible clamp. 


DAZEY CHURN and MANUFACTURING CO. 


Sold only through 
ST. LOUIS jeshere and doalore 





Recommend DAZEY CHURNS 
for mixing PAINTS, LACQUERS 
and PASTE—A NEW FIELD! 











‘ 
‘ 















ON THE OUTSIDE 
LOOKING IN— 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates’or a 


camp axe. 


The commuter, the farmer, the house- 
wife, all who pass your windows judge 
en you and your merchandise by _your 
window displays. 
“Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD- 
WARE AGE of great assistance. 
Don’t neglect your best invitation to 
new and increased business. 
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(Continued from page 80) 
acteristic of this concern, are widely 
known. They are still as valuable a 
means of securing business as they 
were when the concern first featured, 
“Look in Our 25c. Window,” as an 
advertising slogan. 

Both store windows afford con- 


| spicuous backgrounds for the items 


that they display. The inner side- 
walls are lined with burnt orange 
beaverboard, and the rear walls are 
treated in the same way. Here racks 
of five shelves are arranged. A por- 


| tion of the rear wall is left open s» 


that any merchandise that the cus- 
tomer wishes to obtain from the win- 
dow may be easily secured for him. 
The window featuring 25c. items 
exclusively is dressed once a week. 
its displays are varied as much as 
possible, particularly with seasonal 
changes. During the summer, for 
instance, gardening accessories of 
many sorts are stressed for a quarter. 
The other store window, display- 
ing goods at varied prices, is treated 
in the same fashion. In this window 
a movable wrench display—a hand 
constantly manipulating the tool— 
serves to attract attention. Several 
flashing bulbs also create interest. 


N. R. H. A. Congress 


(Continued from page 42) 


address entitled “Facing the 
Facts,” will then summarize the 
subjects covered by the congress 
and a motion for adjournment 
will be in order. 

The registration fee, instituted 
last year, to defray entertain- 
ment costs has been dispensed 
with, as the attractive American 
plan hotel rates include a rather 
complete program of entertain- 
ment. West Baden Springs is 
situated approximately one hun- 
dred miles southwest of Indi- 
anapolis and is adequately 
served by several railroads. 
Delegates intending to drive to 
the congress will find that it can 
be reached via excellent hard 


| surfaced roads. Ample parking 


space will be available at the 
hotel headquarters. 
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WHAT’S NEW 


(Continued from page 70) 





DuPont Paint and Varnish 
Display a 

Shows 
painters 
ing a_ ladder, 
with Du Pont 
paint and_var- 
nish mark. Dis- 
play, which is 42 
inches high may 
be adjusted to a 
width to suit 
window size. Free to dealers handling DuPont paint and 
varnish lines. E. I. DuPont de Nemours & Co., Paint and 
Varnish Div., 1616 Walnut St., Philadelphia, Pa. 


two 
carry- 











Copprotect Air Rifle Shot 


Is Bulls Eye Steel Shot, especially for use in air rifles, but | 


with a copper jacket, which The Daisy Mfg. Co., Plymouth, 
Mich., states increases its shooting qualities. Soft copper 
jacket is said to adapt itself to any possible inequalities in 
the shooting barrel, thus insuring the full force of the air 
charge behind each projectile. Packed in tubes, having a 
suggested retail selling price of 5c. and 10c., as well as a 
package, listing at 20c. The maker states that Copprotect 
steel shot may be used over again when a Daisy Steel Target 
is used to catch shot. 


Sesame Ice 
Tray Remover 


For opening the cube compartment of any me- 
chanical refrigerator, particularly if the tray or 
drawer sticks, says Eichorn, Virchow & Yates, 
Inc., 220 E. 42nd St., New York City. Black 
and chromium combination, packed in cartons of 
one dozen. List price, $1.00. Dealer discount, 
less than one gross, 40 per cent, more than a 
gross, 40—10 per cent. The maker states that 
it may be operated with but one hand, the hol- 
lowed out or dimpled point of the remover’s shock 
absorber being placed directly under the drawer 
pull, or handle of tray or drawer. Handle slides 
back and forth along the shank. 








Catalog Describes Lawnmower Sharpeners 


Of various types offered by The Fate-Root-Heath Co., 
Plymouth, Ohio, under the trade names of Ideal and Peerless. 
Gives in detail the specifications, cost and operation of the 
various models and shows some of the sharpeners in opera- 


tion. Dealer helps are also illustrated including circulars 


and electrotypes offered to dealers using an Ideal lawnmower | 


sharpener. 
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HIGH SPEED 


ed Shield” 


The ted Shield” 
in actual red 
color is stamped 
on each drill. 





THE STANDARD JOOL ((0. 


CLEVELAND 


New York Chicago 























Removes Lead 
From Gun Bores 


HOPPE’S Nitro Powder Solvent No. 9 


Also cleans out all powder residue and 
metal fouling, and PREVENTS RUST. 
Keeps rifles and shotguns like 
new. Sold in 2-ounce bottles. 


HOPPE’S LUBRICATING OIL 


recommended dor the 

fishing reels Send today 

In 1 for a supply 
of our new 





is specially 

moving parts of guns, 

and all household purposes. 
and 3-ounce cans. 

Gun Clean- 

Order from your Jobber. ing Guides. 


FRANK A. HOPPE, INC. 


2314-H, N. 8th St., Philadelphia, Pa. 














10% ee 
oH / aoe 









y BRUSH-NU COMPANY , 


BALTIMORE MARYLAND \ 














Zz The PEERLESS Line 


of Camping Furniture 


@ PRICED RIGHT! 
@ SELLS ON SIGHT! 


sales of camp furniture this year and at a 
better profit. The PEERLESS line is priced to appeal 
to the thrifty, yet is so well made and attractively de- 
signed that it sells on sight: 

Check this list against your needs: Cots, folding canvas 
or all-wood chairs, stools, tables, tents, golf bags, beach- 
backs, mops. Write for catalog or send for samples 
Address Dept. D-12. (No free samples. They may be 
returned or kept as part of order.) 


Enjoy more 


Protect your deliveries from rain and scratches 
with TUCKER-Made paulins and furniture pads. 
Send for descriptive folder. 
TUCKER DUCK & RUBBER CoO. 
Dept. D-13 ov Fort Smith, Ark. 




















EVERY DAY 


INCLUDING SUNDAYS 


Woodhaven, N. Y. 
Sanding Machine Com- 





Clarke 
pany 

Muskegon, Michigan 

Gentlemen: 

- it works wonderful—is rented 
every day including Sunday.—My 
customers are 100% satisfied and 
I have had no trouble. 

- it is a pleasure to rent them. 

Yours very truly 
(Signed) S. Rosen 











oo 


bo 
S605 a Day 
EXTRA PROFITS 


trom Rentals Alone 


And in addition owners of the new “DREADNAUGHT 6” 
almost invariably make $3.00 to $6.00 profit per 
rental on the sale of finishing materials and a very 
substantial revenue from the sale of sandpaper used 
in the machine. 
Literally hundreds of dealers are renting this 
spectacular sander at $5 to $6 a day and are 
reaping phenomenal profits. It’s the only prac- 
tical commercial sander for rental purposes. And 
actual records show beyond the shadow of a 
doubt that success is CERTAIN for the dealer 
that follows our time-tested thoroughly proven 
rental service plan, Find out about it today. 
Use this coupon. 


. _ CheNew-  ,, 
DREADNAUGHT 6 


PORTABLE DUSTLESS SANDER 


The Result of 16 Years of 
cknowledged Leadership 









































MAIL THIS 
@o]ti te). 


NOW! 


Clarke Sanding Machine Co., 

Dept. H-16, Muskegon, Michigan 

Send complete information on your new dreadnaught 6 Dustless Sander and 
rental service plan. 
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KIMBALL 
ELEVATORS 


Rugged, compact 
and efficient, these 
light Electrics 
come with frames 
sawed, drilled and 
fitted ready to in- 
stall—low initial 
cost and low up- 
keep. 








Tell us the task 
you wish it to 
perform and we 
will give data 
on machine you 
require. 


KIMBALL ELEVATORS 
KIMBALL BROS. CO. 


1205-19 Ninth St. Council Bluffs, Ia. 
SAA 






























The famous Maydole Hatchet 
Maydole Hammer 





The Norwich 
Hammer 





Maydole 
ie my) = | -¥ 
» Maydole oor 
Non-Mushrooming 
Cold Chisel 


MAYDOLE TOOLS 


Maintain the quality standard famous since 18381 
DAVID MAYDOLE TOOL CORP., NORWICH, N. Y. 

















Good Management 


is merely the transmission 
of the intentions and pur- 
poses of the management 
through the staff to the 
customers. 
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and odd shapes. 





WEKIN “WIZARD”... A 6-Foot Flexible Rigid Tape-Rule 
A GREAT VALUE. Retailsat $1.00. 
Put Up In Striking Display Package 


Universal Appeal and Good Profit Margin Make 
This a Most Attractive Number 


Full weight blade, manually operated, has prominent 
markings, with hook first end. It is specially formed 
to stand rigid like a rule yet will conform to curves 


Your Jobber Stocks Them—Order from Him. 


THE [UFHI: we SAGINAW, MICH. 


106 Lafayette Street 
New York City 
























Bm OnoP.roRGED -BEAMALLOY STEEL Ys” ‘@ 


DIAMALLOY 


One-Third The new Diamalloy Featherweight Adjustable 
THINNER Wrench is twice as strong yet a third thinner 
e than the standard pattern. Made of newly 
STRONGER developed alloy steel of remarkable strength. 
a Fits where other wrenches will not. With- 
LIGHTER stands severest strains without damage. Write 


for information. 


Siamoud Calk Horseshoe Co. 


f 4622 Grand Ave., Duluth, Minn. i 
a @ 
uy 


DO YOU KNOW 


that aggressive hardware dealers 
are increasing their annual profits 
by selling the quality line of 





More Good Luck Jar Rub- 
bers are sold than any other 
kind. Used by experts and 
home canners for 20 years. 
Highest quality jar rubber 
made. Nationally adver- 
tised. Excellent profit. Big 
repeats. 10c a doz. Two 
gross (24 cartons) in full 
color display container. 


‘ezeoloyom Rilo Ge ryae-ti11).)-70- 


With the BIG handy lip 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 
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The New Wrapping Sells Them 





American King Hammer, Hatchet and Axe Handles are 
selling faster than ever, because the hand shaven, air- 
dried hickory quality is unbeatable and the new transpar- 
ent display envelope presents them in a clean and invit- 
ing manner. 


Write for prices 


AMERICAN HANDLE COMPANY 


Jonesboro, Arkansas 








New 
Catalog j 


Send 
For It 


aye ; Today 
oy Trow & Holden Co. 














Barre, Vermont 
———— PRODUCTS 
BIG SELLERS 


COBBLER OUTFITS and Shoe 
Lasts and Stands are in big 
demand right now. Shoes are 
worn longer — men are “half- 
soling their own.” Display Ply- 
mouth Cobbler sets on your 
counter and in your window 
and watch them sell. Plymouth 
Products also include “Gem,” 
“Little Giant,” ‘Never Fail” 
and “R & H” Corn Shellers and 
“Rapid” and “Korn King” 
Write for catalog 
and low prices. 


THE FATE-ROOT-HEATH CO. 
1322-1358 High S&St., 
Plymouth, Ohio 














American Fork & Hoe Issues Shovel Catalog 


No. 32 showing Flexteel quality shovels, spades and scoops. 
Catalog gives information on branding and labeling, list num- 
bers, polishing, steps, lifts, heat treating, handles on shovels, 
right repair handles, prices and terms, bundling, quality 
guarantee and alloy steel grades. The catalog, which is 
profusely illustrated, contains specifications and list price 
information, etc. There are more than 85 pages of data 
including a general index. Shovel Division, The American 


Fork & Hoe Co., Cleveland, Ohio. 





“Radiant” Household Items Listing at 15c 


Each package having a brilliantly colored label, with the 
“Radiant” trademark. Linseed oil, stock No. 722, is in a 4 
oz. bottle, in cases of two dozen, weight 21 lb. “Radiant” 


paint thinner, stock No. 744, is in 8 oz. cans, two dozen to 
turpentine, No. 


case, weight 14 lb. “Radiant” 745, is a 





genuine steam distilled wood turpentine, in 6 oz. cans, two 
dozen to the case, weight 14 lb. “Radiant” Paint and Varnish 
Remover, stock No. 746, in 7 oz. cans, two dozen to case, 
weight 13 lb. “Radiant” Paint Brush Cleaner, No. 743, is 
in 7 oz. cans, two dozen to the case, weight 13 lb. Midway 
Chemical Co., 5235 W. 65th St., Chicago, III. 


Rae Y * 


iS = Gibbs Auto- 


Go-Toy 
WV, Is strongly made 
y of wood and metal, 


finished in a com- 
bination of attrac- 
tive enamel colors. 
Has motor noise- 
maker on axle 

x which operates 
“\S when wheel is roll- 
¥ 


aes. 


ing, together with a 
horn on the steer- 
F ing wheel that imi- 


4 


= ms tates the peep. of a 
| French taxi horn. 
AUIO-COp "@ The Gibbs Mfg. 


Co., Canton, Ohio. 





6 Inch Fibre Rules with Dealer Imprint 


Offered to Williams Oil-O-Matic heating and Williams Ice- 
O-Matic refrigeration dealers by Williams Oil-O-Matic Heat- 
ing Corp., Bloomington, IIl., at 2c. each for 500 or 144c. each 
for 1000 or more, including imprint. Imprinted with dealer’s 
name and with either the heating or refrigeration name on 
the side with the scale, 1932 calendar, on opposite side. Avail- 
able in either brown or white from Advertising Corp. of 
America, 529 West Forty-second Street, New York City. 
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Klenal Sponge Rubber Cleaner 

Erases dirt and grime, leaving the surface clean, says 
Sponge Rubber Products Co., Derby, Conn. Measures 714 x 
5 x % in. May be cleaned with soap and water. Twelve in 











a package, four gross to a case, weighing 100 lb. Directions 
for cleaning wallpaper, window shades, drapes, suede shoes, 
spats and felt hats are included on wrapper. 





Bronson Sporting 
Goods Display Racks 


Reel stand, No. 290, illustrated, 
$6.40 each, with heavy steel hexa- 
gon two-toned black and nickel fin- 
ished base holds sixteen or more 
reels, 30 in. high over all. Rod rack 
No. 287, $4.50 each, finished in 
statuary bronze, for 20 rods. Re- 
volving rack has heavy cast base, 
cupped rubber butt rests and top 
fitted with rubber grips. Bait stand 
No. 289, $2.85 each, finished in 
bright nickel. Holds 30 _ baits. 
Twenty-four in. wide at top, 26 in. 
high. Stand has six arms, Bronson 
Reel Co., Bronson, Mich. 





Samson 
Sun-Lamp 


Utilizing mercury 
bulb, lists at 
$19.50. The 
Corp., Rochester, N. Y., states 
that they are noiseless, easy 
to operate, safe and clean, 
producing a glareless, sooth- 
ing blue light, restful to tired 
eyes. 


vapor 
$17.50 and 
Samson-United 
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No dealer can sell a better Soldering 
and Tinning Flux then Rubyfluid. It 
has been used successfully by plumbers, 
electricians, and metal workers for 25 
years, 


Rubyfiuid fluxes perfectly with ALL 
metals. Never corrodes metal. No 
poisonous fumes. Not affected by age, 
temperature or exposure. Sizes: %4 
pt. to 10 gal. tin cans, also half- barrels 
and barrels. Send for FREE sample 
and prices. 





THE RUBY CHEMICAL CO. 
68-70 McDowell St., Columbus, Ohio 

















| lf <i | 
Spells Drier 
haw ew Eee 2 Oo 


"NE 


Poultrymen know the health of their 
flocks demands cleanliness, particularly 
in feed, and drinking water. Moe Poul- 
try equipment has been time tried and 
tested. That’s why Dealers find Moe’s 
Line favored by successful poultry raisers 
—and naturally a profitable line to handle. 








2305 Davis Street, North Chicago, Ill. 
Write for Our Catalog 














HoEFT & COMPANY 











Are Famous for mae Edge and Endurance 
Made from best Swedish mild steel, with 
inserted crucible steel bit. 


BANKO Scythes are guaranteed against ' 
manufacturing defects. 


BANKO Scythes are the best and most reliable made 
in Sweden and have been sold in U. S. A. since 1889. 


Beware of imitations, Demand the Genuine BANKO. 
From your jobber or write Factory office: 


SANDVIK SAW & TOOL CORPORATION 


107-109 Lafayette St. 740 Washington Ave., North 
New York, N. Y. Minneapolis, Minn. 








4 


TRADE MARK 


SAMSON 


SAMSON. CORDAGE WORKS 


BOSTON, MASS. 


SJate) o an OO) .9D 


SAMSON SPOT, PHOENIX and SACHEM brands 


ove om dsreietelertactelseltel liam laleser lactate tatty 
“There IS a Difference in Sash Cord’”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 


cw Sheificid 


Revolutionary New Patented Duo-Jar of 
Gold and Silver 
ENAMEL 


10c 


Never before a combination 
Bronze Package at this low 
price. Gets the dimes—and 
how! 








F 
« 


Duo Jer 
Macte) M4) 


| SNAMEL 





Ss 
50% PROFIT! 
1-Doz. Gold or Silver, mounted on beautiful self- 
selling Display. Phone or write your jobber TODAY. 


The SHEFFIELD BRONZE POWDER & STENCIL CO. 
GEE 5817 Kinsman Road CLEVELAND, OHIO 


‘Cortland 


SCREEN WIRE CLOTH 
POULTRY NETTING 
GALVANIZED 
HARDWARE CLOTH 
BRADS AND NAILS 















OTHER 
CORTLAND, N. Y, 








There is an ACCO Chain for every 
industrial, farm and home _ purpose 
—in bulk or made into specialties. 
Concentrate on this profitable quality 


line. Made by the world’s largest man- 
ufacturer of welded and weldless chain. 


AMERICAN CHAIN CO., Inc. 
Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Chains. 
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Try the new and improved 
USHCO Lawson Wrench! 
It out-performs any other 
wrench on the market. Its 
patented principle and the 
angle handle make it defi- 
nitely a better wrench. 


U. 8S. HAME COMPANY 
BUFFALO, N.Y. 


Our folder gives the detajls and specifications on these 
wrenches. It is Free. Write for it now. 


x 
_ 








CLASSIFIED OPPORTUNITIES 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 





HELP WANTED 


Help Wanted at Special Rate of one cent a 
word, minimum fifty cents per insertion. 


SALES ACCOUNTS WANTED 


Set Solid, Minimum of 50 words...... $3.00 
Each additional word..........++++++ -06 


POSITIONS WANTED 


Positions Wanted at Special Rate of one cent a 
word, minimum fifty cents per insertion. 





EXPERIENCED HARDWARE MEN will 
find it to their advantage to register with this 
bureau for positions. We are called upon from 
time to time to fill vacancies in the hardware 
industry and we need clean cut, thoroughly ex- 
perienced men. No registration fee required. 
ASSOCIATED PLACEMENT BUREAU, 152 
W. 42nd St., New York City. Wisconsin 7-1802. 





SALES REPRESENTATIVES 
WANTED 


Set Solid, Minimum of 50 words...... $3.00 
Each additional word...........++++:% 06 








} SALESMEN WANTED 


be experienced in 
sweepers with established trade among 
jobbers, department stores, and dealers. 
All territories. Applicants state age, ex- 
perience and references. Box 857, Equity 
Advertising Agency, 113 W. 42nd St., New 
York City. 


must selling carpet 














SALESMEN WANTED—An excellent manu- 
facturer’s line of complete Fireplace Equipment 
offered to proven house furnishings salesmen of 
merit. Only those whose intention it would be 
to give a good line serious consideration and 
attention need apply. All territory open except 
the metropolitan New York district. State ex- 
perience and what lines now carrying. Address 
me J-810, care of HArpwaRE AGE, New York 

ity. 





WANTED—By western seed concern, desirous 
of establishing their brands in eastern territory, 
package lawn grass seed salesmen to call on 
better hardware stores in eastern seaboard cities. 
Men with own car preferable on straight com- 
mission basis. State previous experience, con- 
nections and qualifications. Address Box J-816. 
care of Harpware Ace, New York City. 


SALESMAN to travel. Several territories 
open. Applicant should be man who has called 
on hardware jobbers, retailers, department stores 
and merchandise syndicates. Should have his 
own car. Write giving full record of employ- 
ment during last five years.) MANUFACTURER, 
P. O. Box 522, Allentown, Pa. 


ROPE SALESMEN wanted for New Jersey, 
Delaware, Pennsylvania, New York, Michigan, 
Indiana. Sideline 5% commission. Address 
UNITED FIBRE COMPANY, 82 South Street, 
New York City. 














Sales Representatives Wanted 


SALESMEN now calling on the Whole- 
sale and Retail Hardware and Paint trade, 
to carry a complete line of DUO BLADE 
SCRAPERS, for floors, wood, paint and 
boats. Our line is being bought freely by 
some of the most prominent accounts in 
the country and we need the services of 
several hard-hitting specialty men who 

ow how to do missionary work with the 
dealers and who can launch a line and 
deliver, in order to round out our sales 
organization. The following territories are 
open: Connecticut, N. . State, except 
N. Y. City, Carolinas, Georgia, Florida, 
Alabama, Tennessee, Kentucky, Michigan, 
Mississippi, Illinois, except Chicago, 
Arkansas, Texas, Oklahoma, Nebraska, 
Iowa, Dakotas, Montana, Wyoming Colo- 
rado, N. Mexico, Arizona, Utah, Nevada, 
etc. Patented products, little or no com- 
petition, a straight 10 and 15 per cent 
contract and full credit on repeat business is 
offered to men who will work and plug a 
line. We are one of the few factories who 
are behind on deliveries in these times. 
Tell us about yourself and whether you 
can cover this class of trade and get results. 


VOSCO TOOL COMPANY 
1625 N. Hancock St., Philadelphia, Pa. 
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AGENCIES wanted for New York and Ex- 
port field; machinery, hardware, tools. Wide 
acquaintance and selling experience. Save time 
and money by consolidating your agency here. 
Correspondence invited. Address Box J-809, 
care of HarpwarE Ace, New York City. 





BUSINESS OPPORTUNITIES 


Set Solid, Minimum of 50 words...... $3.00 
Each additional word...........+++6. -06 





SMALL MANUFACTURERS: TURN YOUR 
LOSS INTO A PROFIT. We are operating a 
factory with very little overhead making pat- 
tented hardware specialties and are interested in 
securing additional hardware items of merit to 
manufacture and market on a royalty or any 
other satisfactory basis. Will also consider 
proposition of marketing line on a commission 
basis or will buy outright and sell on our own 
account. What have you to offer? Address 
Box J-817, care of Harpware Acre, New York 
City. 





FOR SALE; Established Hardware, Mill Sup- 
ply, House Furnishing business with fine loca- 
tion in prosperous town of 10,000. New York 
State. Up-to-date fixtures and clean _ stock. 
Other interests reason for selling. Address Box 
J-778, care of Harpware AcE, New York City. 





POSITIONS WANTED 


Positions Wanted at Special Rate of one cent a 
word, minimum fifty cents per insertion. 





POSITION WANTED—Work Wanted in any 
branch of hardware business. Manufacturing 
wholesale, or retail, By a young man of 41 
years, unmarried, of good character, habits and 
a willing worker. Fifteen years general retail 
store experience, specialized in Builders’ Hard- 
ware for past seven years. Can furnish char- 
acter reference. Reasonable salary expected. 
Central States preferred. Address Box J-812, 
care of HArpware Ace, New York City. 





EXPERIENCED BUILDERS HARDWARE 
MAN, able to estimate any type of job from 
plans and specifications, prepare schedules, fol- 
low up projects, co-operate with architects and 


write own specifications, wishes position with 
reputable Manufacturer, Jobber or Retailer. 
Highest references furnished. Address Box 


J-815, care of HArpwAre AcE, New York City. 





TRAVELING SALESMAN, well acquainted 
with New England hardware trade, 15 years suc- 
cessful selling experience, now available for 
manufacturer or jobber desiring energetic and 
intelligent representation in all or part of that 
territory. Salary or commission and _ expense. 
Address Box J-813, care of Harpware Acre, New 
York City. 





HARDWARE AND PAINT MAN, age 30. 
married, highest references. thoroughly experi- 
enced’ Modern Chain Store Disnlay and Merchan- 
dising Methods seeks connection with concern 
desiring to adapt these latest ideas in modern 
merchandising to their business. Address Box 
J-814, care of Harpware Ace, New York City 





HARDWARE CLERK—Experienced general 
hardware, house furnishings, paints, oils, roofing, 
sheet metal, plumbing supplies, card writer, good 
buyer and manager, conscientious and _ steady. 
Salary secondary—any place, New York State 
preferred. Address Box J-811, care of Harp- 
ware Ace, New York City. 





BUYER—purchasing agent—experienced in 
engineering equipment, metals, hardware, build- 
ing supplies, tools: good executive; familiar syn- 
dicate buying; able to handle your export busi- 
ness. Address Box, J-808, care of HarDWARE 
Acre, New York City. 





EXPERIENCED SALESMAN, capable young 
man with good references desires a selling prop- 
osition with a reputable manufacturer. Ohio 
or Pennsylvania territory desired. Address Box 
J-818, care of HArpwAre AGE, New York City. 





EXPERIENCED HARDWARE MEN with 
many years of training in the hardware industry 
are continuously filing applications in this bu- 
reau for positions. All applicants realize condi- 
tions and are ready and willing to cooperate 


100% with hardware firms desiring their ser- 
vices. If you are in need of clean cut, well 


trained men in any parts of the metropolitan 
district of New York just phone this office and 
you shall receive prompt attention. ASSOCI- 
ATED PLACEMENT BUREAU, 152 W. 42nd 
St., New York City. Wisconsin 7-1802. 


ABILITY and PERSONALITY with EX- 
PERIENCE seeking permanent opportunity with 
manufacturer, jobber or large retailer in New 
England, New York or New Jersey. Long and 
broad experience, mostly wholesale hardware and 
paint, including pricing, accounting, office execu- 
tive, etc., also retail management and selling. 
Experience built around fundamental honesty, 
accuracy, dependability, es ev and ingenu- 
ity. If you need a man to shoulder responsibility, 
communicate with the writer. Address Box J-805, 
care of HarpwarE AGE, New York City. 








RETAIL HARDWARE MAN with twenty 
years’ experience in both retail and wholesale 
hardware business, sporting goods, paint and 
household supplies. Forty years of age, sober 
and industrious. Capable of taking charge and 
handling men. Can furnish first class references. 
Free to go anywhere. Middle West or South 
preferred. Address Box J-603, care of Harp- 
warE AGE, New York City. 





SALESMAN, middle-aged, married, reliable 
and of negt appearance, well acquainted with the 
Hardware, Furniture and Department Store trade 
in Illinois and Eastern Iowa, desires connection 
with reliable manufacturer or large jobber. Have 
sold this trade for past eight years. Can furnish 
best of references and car for use on territory. 
Address Box J-781, care of Harpware AcE, New 


York City. 





I WANT A JOB selling for a reputable 
manufacturer. Have covered every territory, 
have sold through wholesalers and enjoy a wide 
acquaintance in the industry. Have specialized 
in cutlery and have been recognized as a capable 
merchandiser, promoting the sale of staple hard- 
ware and related specialties. Address WILLIA 
J. DRESS, 35 Clark St., Brooklyn, = ee 





MERCHANDISER—Store tested, bu dget 
taught, a college graduate, desires to connect with 
a company that believes in the business future. 
Now employed as department head for nationally- 
known company doing a volume business. Married. 
Age 40 years. Address Box J-804, care of 
Harpware AGE, New York City. 





SALESMAN—Have 15 years’ experience in 
the Metropolitan District and on the road, sell- 
ing General Hardware Lines. preference being to 
represent Manufacturer or Jobber in the Metro- 
politan District: credentials. Address Box J-796, 
care of Harpware AGE, New York City. 





YOUNG MAN, age 26, desires position with 
Metropolitan Hardware and Housefurnishing 
wholesale concern. Five years’ experience in 
stock room work, also assistant buver. Moderate 
salary. References furnished. Address J-791, 
care of Harpware AGE, New York City. 





POSITION WANTED—Hardware Clerk fully 
experienced in Retail Hardware, Housefurnishings 
and Paints; Christian; Single. Location desired, 
New York and vicinity. Age 34; Chauffeur’s 
license; references. Address Box J-797, care of 
Harpware Ace, New York City. 





EXPERIENCED and reliable man desires 
several lines to sell to the retail and wholesale 
hardware trade and department stores of New 
England. Commission basis if desired. Address 
JOSEPH G. STEVENS, 440 Newbury St., 
Boston, Mass. 





SITUATION WANTED—By young man 15 
years’ experience in general hardware. Best of 
reference. Address Box .J-807, care of Harp- 
ware AGE, New York City. 


HARDWARE AGE 




















INDEX TO ADVERTISERS 








THE ADVERTISERS UNDEX is published as a convenience and not as a part of the advertising contract. very 
No allowance will be made for errors or failure to insert. 


care will be taken to index correctly. 

















A E L Ss 
a e— eree ee 2 65 | Landers, Frary & Clark........ 21 | Samson Cordage Works........ 87 
Bie Prouty Go... ..<cicaccces 71 | Edison Lamp Works.......... — | Libbey-Owens-Ford Glass Works — | Sands Level & Tool Co........ — 
American Chain Co. ......... ee, OR i. oe nseeeea a a ee ere 9 | Sandvik Saw & Tool Corp.... 87 
American Fork & Hoe Co...... wom B MMOERO TA Di. onc cc ceascece on § DE ORs GR wes ccccctvees 85 | Savage Arms Corp...........:. — 
American Gas Machine Co.. — | Electric Sprayit Co............ nme Schalk Chemical Co ......... 24 
American Handle Co. ........ I gas © aa ee eee — gtrdtee MERE AE Ocs-0 v.cc.0.06 6 s00y.0e 
American ge ag Exhibit.. 81 Schrade Cutlery Co...........-. _ 
American Screw Co. .......... 61 ee ee ee — 
American Sheet « Tin Plate vas _- Shapleigh Hardware Co........ 92 
American Stainless Steel Co.. 69 Sheffield Bronze Powder & Sten- 
American Steel & Wire Co.. 26 M cil Co. ..<0s. oe ore 87 
American Window Glass Co.. 65 F : - Shelby Spring Hinge Co....... - 
Ames - Baldwin - Wyoming McLaughlin Gormley King Co.. 63 | Shelton Tack Co.............-- 
RARE SEN a OSs 3 oo 4-5, | Fate-Root-Heath Co. .......... g5 | McKinney Mfg. Co........-+. — | Sherman Mfg. Co., H. B....... = 
SS OS oe ee 81 — Enameling & Stamping Marshalltown Trowel Co....... 90 | Signal Electric Mfg. Co.......- - 
Armstrong Bros. Tool Co...... Pre Ns ON ca og a vio bee cae 6-7 | Master Lock Co.........-..-.. 13 | Silver BAM Cis acc ccesecns ces 
OE oe eee =i Wiscenes IO: 5 6 sox 6k os ce 91 | Maydole Tool Corp., David... 84 | Simmons Hardware Co........ 19 
ies Ba Gk i oo Ne ec Ware Pelee BE bk. oie di ie nc cccece __ | Metal Sponge Sales Corp...... Skelton Shovel Works of the 
Forsberg Mfg. Cu.......... sq | Miller Inc., Robert E........ 90 American Fork & Hoe Co.... — 
ed Milwaukee Stamping Co...... — | Slaymaker Lock Co.....-..-++- = 
Montague Rod & Reel Co...... —= | Standard Tool Co........0ee0> 83 
—— s eel 8 Sere 90 ——-. igs apotnnucesess = 
Myers ~, Ce, FF. EZ...... & > Se eel OO se eee 
B Seawars a hag €o:, Ine... 81 
Stewart-Warner Corp. .....----- < 
. G Summerheat Corp. ......-.++-- _— 
Babeock, W. W., Co:.........- _— 2 eS 
I Oe ing 'k's 05S 6880580 So — | General Electric Co., Nela Park — Swartzbaugh Mfg. Co.....-. 
oo, = _ ‘er epee se 90 oun ae Bennett Mfg. COiciasleo 
ethlehem Steel Co............ — 0 et i a 
Bicknell Lumber Co., J. F..-.. — | | Co hate . 
ismarck Hotel, New......... AU Gece — . 
Bissell Carpet Sweeper Co..... — | Goodrich, B. F., Rubber Co.. ee nr Fg 3 ae as 
SE Se eee eee — | Goodyear Tire & Rubber Co... 57] National Enameling & Stamping 
——— —_ SRE eee — | Gray & Dudley Co...... — Co ‘3 — T 
jommer Spring Hinge Co..... 79 | Griffin Mfg. Co................ 73 | National Lead Co............. iz 
Book-Cadillac Hotel ........... — | Griswold Mfg. Co............. = er ae ion & Bees ek __ | Trow & Holden.....-....---- 85 
ee ee eee — Nelson Mf es Sa a, eee Tubular Rivet & Stud Co..... 20 
Boston Woven Hose & Rubber Co. 85 Nichol oy le C so Bee Nees s I Tucker Duck & Rubber Co..... 83 
Brinkman Engineering Co...... — ease een ce" “‘ | Turner Brass Works........-- — 
Nineteen Hundred Corp....... — urne 
ee 83 N C 
i. sik Rediacmen dues Wise Gos.. 39 
Burnley Battery & Mfg. Co..... 90 H 
Burroughs Adding Machine Co. — 
+ sam ang — & Chemical Co. — 
arrington-Richardson Arr 
Heller & Co., * eageeticon oe ” 
Hill Clothes Dryer ee ae — oO Union Hardware Co. .....-.-+ 23 
Cc Hillerich & Bradsby.......... — ore ti. S Castemae Co. unc eens -- 
BOGEY ME OR WNC soci oss kee g7 | O’Cedar Corp. ..........--08- — NTT Ss Bae Ces coacewesetene 87 
en ee oe anf, MeO” Mita C6s c.ck ec ccvies we a a see — |v S. Stamping Co. ........--- bee 
Carborundum Co. ............ a | ope, Int Prank A, ..... 65:0 g3 | Osborn Mfg. Co.......-.-..- 85 = 
Garey Go. Philip: . cade kerss ss Ee RT See — 
Champion Hardware Co........ 59 | Humphryes Mfg. Co.......... = 
Chapin Mfg. Works, The R. E, — | Hutchison Engineering Co...... = 
Chicago Roller Skate Co....... _ 
Chicago Spring Hinge Co..... 75 
Clarke Sanding Machine Co..... 4 
Clay Equipment Co............ —_ P 7 
Clemson Bros., bi aero 71 
Cleveland Quarries Co......... — Page Steel & Wire Co......... - Valspar Corp. .----e+sseeeees ee 
Cleveland Wire Spring Co...... 59 I Patent Novelty Co............ - Vaughan Novelty Mfg. Co.....- 62 
Clover BSS Se eee 25 Peck, Stow & Wilcox........: ‘ - Vichek Tool eo TELS ESS © 8 a 
Columbian Enameling & Stamp- Independent Lock Co.......... ies MMT OOK (COs, wcecdicsecsces Vogue Craft Studios........-- 
SL eee — | Indiana Steel & Wire Co...... — | Pennsylvania Lawn Mower Wks. — Vollrath Co... s.r eeeeseeeeees <q 
Columbia Phonograph Co., Inc. — Irwin Auger Bit Co.......... 2 | Perfection Stove Co., Inc....... __ | Voss Bros. Mfg. Co.........--- — 
Columbian Rope Co............ 22 | Ives Co. H. B................ — | Peters Cartridge Co........... - 
Consolidated Merchants Syndi- Oi 545: 0'o cise encase 90 
a En ae -— Pittsburgh Plate Glass Co. 
Continental Screen Co......... — (Paint & Varnish Div.)..... ~ 
Copper & Brass Research Asso- eon Piste a Co. (Ren- - 
Oe aa eee a — nous Kleinle Div.).........- = 
Corbin Screw Corp............ 67 J Pittsburgh Steel Co............ 10 w 
Corning Glass Works......... — P Plymouth Cordage Co.......... 59 
Crescent Tool Co.............. — | Jennings Mfg. Co.. Russell.... — | Progressive Mfg. Co........... 19 Vinee D 
Cyclone Fence Co...........-- 14 | Johnson’s Arms & Cycle Works, Warren Mfg. Co., J. D.....--- -- 
i ee er eee Western Cartridge Co........-- — 
Tohnson Mfg. Co., Nestor...... — Westinghouse Electric & Mfg. Co. — 
Justene- Be C6o 52s. sckc vee cs = Lager sg tan Cea. <<<. <= 
icKwire TOS. coeeeeeerseeee o/ 
Wickwire Spencer Steel Corp.. 18 
D 7 ‘ 
Winchester Repeating Arms Co. 1 
R P 
SG 6" Sa = Witt Cornice Co.......eeeeee:s -— 
Dazey Churn & Mfg. Co....... 82 ROBE. Be Cotas cs <ndeotcage = —— ig -—" oh a a Hs 
Delco Appliance Corp.......... a K Remington Arms Co., Inc.... 3, 55 Wri it Steal e Wi C “AF 99 
Diamond Calk Horseshoe Co... 85 : Republic Steel Corp. (Upson Nut right Stee ire Co., G. F. 
El Oe i eee 73 | Kelly Axe & Tool Works of the 2 Re ricer 17 
Disston & Sons, Henry pPivake ee ies _ American Fork & oe Co... — | Reynolds Wire Co............. —_ 
Dixon Crashie , Joseph... 69 Kester Solder CO... sce eseseee — | Richards-Wilcox Mfg. Co...... — 
Domes of = es By 9 Keystone Steel & Wire Co... — Robertshaw Thermostat Co..... _— 
TE WR, CB. os om oeceooc da be — | Kimball Bros. Co......... 75, 84 | Robinson, Edward F........... _- 
Duluth Show Case Co.......... 60 | Kingston Products Co......... = | Raby Chemical Co.....5......- 87 
Durable Toy & Noveltv Co...... Mee Ge ey Ee eee m= | Rete Mig: Cosi. is 500500. ences —- Y 
Du Rust De Nemours & Co., Inc. Knape & Vogt Mfg. Co....... — | Russell, Burdsail & Ward Bolt & ’ F 
BRT boc hkees ces eee 67 | Knapp-Monarch Co.. .......... — SS 2 RS RS > eee — | Yale & Towne Mfg. Co....... 15 
THE DASH (—) INDICATES THAT THF ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
89 


JUNE 9, 1932 











Motorists Like This Wrench 


It adjusts quickly—fits big nuts and 
little—grips and holds—tightens or 
loosens—pleases every user every 
time. 


Ask your Jobber 


BEMIS & CALL COMPANY! 
MARK 


Springfield Mass. 








REVOLVERS 
SHOTGUNS 





Send for catalog 


Harrington & Richardson Arms Company 
Worcester, Mass., U. S. A. 











A great little machine 


A surprising amount of work can be done on this 
splendid, high speed, electrically driven tool grinder 
with its two genuine Norton Alundum Wheels. 


PIKE 
G-WHIZ 


MOTOR GRINDER 


Dealers who want to put 
new life into sales should 
write at once for full infor- 
mation. Home workshop 
owners, proprietors of small 
garages and repair shops, carpenters, machinists and 
many others will buy it on sight. Write today. 


Pike Manufacturing Co., Pike, New Hamp., U. S. A. 








BURNLEY 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 


Sample free. 





BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 



















They Make Sales 


Our new small Style “C” Displays contain- 
ing one dozen window-front packets of 


Moore Push-Pins 
Moore Push-less Hangers 


speeded up profits for all dealers who showed 
them on counters or tables. Ask your Jobber to 
supply you today. 


MOORE PUSH-PIN CO. 
113-125 Berkley St. Philadelphia, Pa. 












Leaders in Trowel sales for 
over 40 years 


MARSHALLTOWN TROWEL CoO. 


Marshalltown, lowa 

















DOMES OF SILENCE 


Rugs. Sizes to fit 
all furniture. 


Retails at 10 cents 
per set of 4. 


Carried in stock by 
all jobbers regularly. 








Domes of Silence, Inc. ‘ 
35 Pearl St., New York 














SERVICE QUALITY 
ACCURACY 


Buffalo Bolts . . . the reliable 
bolts that have served indus- 
try for three generations are 
available in attractive cartons 
with easy-to-read labels. 


BUFFALO BOLT CO. 


North Tonawanda New York 





HARDWARE AGE 















































| IT PAYS 


to have a good Line. . 
in stoves as well as conversation 
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Mr. & Mrs. Hopeful 


wanted an oil stove for their cottage “out 
beyond the gas mains.’’ They admired 
the Florence Oil Range with Built-in 
Oven, but the salesman was able to close 
the deal then and there for a Florence 
4-burner wickless stove, mantel, and two- 
burner oven.This combination met their 
needs exactly, and the total price was 
within their budget allowance. The 
presence of the range sold the stove to 
this couple since it elevated their desires 
and made possible a sale somewhat 
larger than they had intended. 








Florence 
4-Burner Oil Stove 
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Mrs. DeLuxe 


wanted an oil stove for her summer 
place. The salesman showed her the 
Florence Oil Range with Built-in Oven. 
The stove sold itself — it was just what 
she wanted: a complete unit, with three 
powerful wickless burners close to the 
cooking top, a wide, open grid just like 
a gas range; and two beneath the large 
porcelain enameled oven. The sturdy 
construction, excellent workmanship 
and modern finish appealed to her at 
once. She bought the range . . Next fall 
she is going to buy a Florence Gas Range 
for her town house. 


Florence Oil Range Florence 
5 Burners Table Top Gas Range 





Mrs. Olderone 

has used an oil stove for years. She really 
had not intended to buy a new one, but 
found the Florence display irresistible. 
She wanted a wick-type stove so the sales- 
man showed her the Gardner Wicktype 
line: 4-, 3- and 2-burner models and the 
range with built-in oven. He explained 
that these stoves are made by the Flor- 
ence Stove Company with the same ex- 
cellent care that is used in the famous 
Florence Wickless Oil Stoves. He showed 
her how standardization has permitted 
the use of high grade materials, and 
lowered prices. The sale was easy. 








Gardner 
3-Burner Oil Stove 


Half the job is done when you have what the customer wants: in Fuels, in Types of F R E E 





Stove, in Models, and in Price. Add to that the name Florence, famous for 60 years, 
nationally advertised; and the excellent design, modern colors, durable finish, and down- 
right value you can give in ranges, stoves, ovens, heaters and gas ranges. . . And you 
have a set-up that means easy sales, good profits, and a bright future for you in stoves. 


FLORENCE STOVE CO. 
GARDNER, MASS. [~~ ¢¥ 


ESTABLISHED 1872 
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Send for this interesting 
folder. It points the way 
toward a growing and 
profitable business for 
wide awake merchants. 





D 

j FLORENCE STOVE CO. : 
} Gardner, Mass. i 
Dai Send me without obligation a copy of 

The Big 3 and Profits for Me.” 4 
- (Check here if you want the catalog also) ] 
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IN THE U.S. 
PAT. OFFICE 


zsix QHYAPLEIGH: 


ESTABLISHED 1843 


YAM OND EDGE 


IN THE U.S. 
PAT. OFFICE | 





TRADE MARK 
REGISTERED 


CUTLERY 


Nowe LETTER MADE” 



































Made Made 
Of In The 
Highest Old Style 

Grade Full 
Forged Quality 
Steel Way 
Expertly By 
Sharpened W orkmen 
And Of 
Honed Many 
Ready Years 
For Use Experience 

















OUR STOCK OF CUTLERY IS COMPLETE 
ASK OUR SALESMAN TO SHOW YOU OUR FULL LINE 

















Shapleigh National Series No. 1724 
HARDWARE AGE 
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